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fact that they stay with us issue after issue, with KEYED ads, and 


















March issue of THE WOMAN’S MAG/ 
a larger number of bona fide paid lines | 


rates) than was ever carried in any one M i 
United States. In addition to this there R s 
objectionable copy declined, 


The Woman’s Magazine 


gives results to advertisers because it is the best printed, best edited 
and best circulated paper in the Mail Order field. Ask any adver- 
tiser whose copy appears in March or previous issues whether THE 
WOMAN $ MAGAZINE, of St. Louis, pays him or not. The 








increase their space, is conclusive proof that our columns pay them. 

WE GUARANTEE advertisers over 1,500,000 copies every 
issue (Summer or Winter), and guarantee that every sae of this 
enormous PROVEN circulation is printed on the SA. weight, 
grade and stock of clean, white, machine finished paper. 

WE GUARANTEE advertisers the proper combining of 
“KEY ’’ with electrotypes and their working up properly in our 
columns. 

THE WOMAN'S MAGAZINE BASIS is an honest 
and fair basis—fair to the advertiser, fair to the advertising agent 
and fair to the publisher. 

‘ We put a premium on efficiency, and when you pay us $6.00 per 
line for our space, we guarantee that your copy will be inserted— 
KEY and all—as you order it. April forms close March 17th. 


THE Woman's MAGAZINE 


Langone cigaiom) St. Louis, Mo. 
World’s Fair opens April 30. 
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FEBRUARY 20, 1904, 
MR. CHAS. J. ZINGG, 
Managing Editor Printers’ Ink, 
New York, N. Y. 


DEAR SIR: 

It gives me pleasure to say a little word for Alma Mater— 
the ‘‘ Little Schoolmaster” that pointed the way for the pioneers 
who built up a new road through the untrodden forest of Adver. 
tising--the at energizing force that has since made American 
Commerce the wonder of the world. 

My own first interest in myobagee, | was awakened by readi 
PRINTERS’ INK a dozen years ago; and it was through it that 
learned, during my early days in the work, what other advertising 
men were doing and thinking. 

Far more beautiful publications have grown up in recent 
years. There are publications that tell you all about the philosophy 
and psychology—the esoteric wisdom of those who have discovered 
advertising secrets through a microscope or telescope. But there 
is to-day not one that can compare with Printers’ Ink in that 
direct simplicity that imparts knowledge to the beginner and 
information to the expert. 

I am not familiar with the course of instruction in any of the 
many schools of advertising that exist to-day, and am not in posi 
tion to either recommend or criticise them. But their instructors 
would fail of their full duty to the students if they did not insist 
on each one of them keeping abreast of the advertising thought of 
the day by reading such an authoritative advertising publication as 
PRINTERS’ INK, in addition to the most complete course of instruc- 
tion that ever was or could be devised. 

I would say to the beginner, “ an advertising school, if 
you will. It may pay you splendidly, if you have the wit.to make 
an advertiser. Take the chance for the small cost. But throwa 
line to windward, with the price of a subscription to PRINTERS 
INK, and it will bring home its own cost as well as the other. It 
will teach you of itself, and it will teach you to profit by other 
teaching. It will be the yeast to vitalize the whiske tam eg 

Yes, Mr, Zingg, I recommend PRINTERS’ INK most heartily. 


Cordially yours, 


Manager of Advertising, John Wanamaker, New Yerk. 





’ INK costs FIVE DOLLARS per year—less than ten cents a week—payable in advance. 
Young men and women who want to study the art of advertising may have a trial subscription 
for three months for ONE DOLLAR. 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YorK, N. Y . Post OFFICE, JUNE 29, 1893 


Vou. XLVI. 


PRINTING. 


What constitutes good printing? 
The advertiser is continually being 
urged to take nothing but the best 
printing—never to pare a dollar 
off the printer’s estimate—to smoke 
cheap cigars and eat cheap meals, 
but never to send out cheap adver- 
tising literature! But what 1s 
good printing for an advertiser? 


Here’s a pile of advertising 
literature sent in for criticism. A 
similar pile comes every week. It 
is representative. There is the 
catalogue of the trust that con- 
trols the output of a whole field of 
electrical machinery, and the series 
of mailing cards advertising the 
single mechanical novelty of a 
small manufacturer—the mail or- 
der price-list of the big city de- 
partment house and the little four- 
page paper of the merchant in a 
town fifteen miles from a railroad, 
published because there is no local 
newspaper to carry his advertising 
messages. Some of these things 
ate so elaborately printed that one 
thinks only of their cost in 
handling them, and cannot see 
what they advertise. Others are 
so poorly executed that they ac- 
complish the same _ purpose. 
Strangely enough, however, it is 
easier to get the advertising story 
out of an abominably printed 
dodger than from some of the em- 
bossed things in flexible covers, 
tied with ribbons. Taken by and 
large, there are more excessively 
elaborate things than there are 
poorly printed ones. The cheaply 
made booklet or folder is not at- 
tractive in itself, but the man who 
got it out wasn’t worrying about 
paper, display and color schemes, 
and as his mind was most intent 
on his advertising story he suc- 
ceeded in expressing it. In the 
costly booklets, catalogues and 
olders, on the contrary, the adver- 
tiser was so busy with typographi- 
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cal details that his advertising 
story suffered. In some cases it is 
impossible to see the advertising 
because of the typographical “art.” 
In other instances the advertising 
story is cut up into short sections, 
so that it will fit the type display. 
In others, still, the “art” effects 
took up so much space that there 
wasn’t room for the advertising 
story, so it was left out. 
* * * 

This is by no means a proof that 
cheap printing advertises better 
than costly literature. It shows 
that advertisers and _ business 
houses, impressed by the advice 
that has been scattered broadcast 
regarding good printing, show a 
willingness to spend any amount 
of money for literature. But they 
don’t know how to spend it. Nor 
does the printer, as a rule, know 
how to spend money wisely. Given 
a free hand as to cost, he pro- 
duces embossed covers, tinted 
backgrounds for half-tones, in- 
tricately displayed pages of text— 
things that are difficult to do, and 
costly, but which are often far 
from being effective. There is too 
much embossing and ribbon, too 
many gaudy color schemes. The 
attempt to attain mechanical ex- 
cellence causes printer and adver- 
tiser to lose sight of real art, whieh 
is nothing more than simplicity. 
The purely mechanical excellences 
are a pitfall, nine times in ten. 
Fine drawings and costly three- 
color plates are nullified by poor 
presswork. Excellent presswork 
on highly calendered paper throws 
up all the blemishes of cheap cuts 
and tasteless type arrangement. 

* * * 


What is good printing for an ad- 
vertiser, then? To this question 
the present critic would reply, That 
which presents the advertising 
story to the reader in the most con- 
venient form, with such decora- 
tions as enhance and make it agree- 
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able to read. An advertising story 
should be well-dressed, like a 
comely woman, but not over- 
dressed. It must always be re- 
membered that a ‘book, divided in- 
to chapters, printed on soft finished 
paper, is the recognized form for 
setting before a reader any kind of 
printed information. Even the 
tawdry dime novel may be read 
with some comfort because it is 
cast in this universal form. But 
whoever read the text of a souve- 
nir album of county celebrities, 
with its type lines of abnormal 
width and its garishly arranged 
pages? All advertising literature 
should be modeled on the simple 
printed book so far as possible. 
The nature of an advertising story 
necessitates departures from this 
form, however. There may be 
more illustrations than text, so 
these must be grouped separately. 
They may be highly finished half- 
tones, needing smooth surfaced pa- 
per, in which case calendered stock 
is permissible. But highly finished 
paper is not a thing of beauty in 
itself, and nobody likes to read a 
long story printed on its shiny sur- 
face. Besides, it is woefully over- 
used and misused. The cover of 
the advertising booklet is like that 
of any other book when its true 
purpose is considered—it serves to 
tell what the booklet is about, and 
nothing more. It may be orna- 
mental and attractive, but not for 
itself. Any decoration or origin- 
ality of arrangement must be such 
as will arouse interest in the body 
of the booklet. The many forms 
of ribbon and silk cord ties are 
good, in the main, but they are 
often too far fetched in their ef- 
fects. The text of an advertising 
booklet (and these remarks apply 
to folders and mailing cards as 
well, which are abbreviated book- 
lets) needs more white space than 
a volume like Darwin’s “Origin of 
Species.” The reader gives his 
mind willingly to the solid para- 
graphs of the latter, but the text 
of the advertising booklet must be 
cut up into paragraphs, so that on 
every page there are points at 
which it is easy to begin reading. 
This permits sub-heads, division 
into short chapters, little decora- 





tive drawings in the margins. But 
the advertising story should follow 
a continuous thread. The fault 
commonest in advertising literature 
is that of cutting the argument 
into chunks and scattering them 
through the booklet haphazard, so 
that the story is disconnected, Ag- 
cessories to the main story, such as 
tables of measurements and prices 
should be grouped at the end, like 
the appendices to a scientific work, 
On lifting the cover of many ad- 
vertising booklets the reader is 
confronted with a title page like 
that of a history. This has no pur- 
pose, for the cover of the booklet 
is its title page, and the text should 
begin at once. i 
* * * 

Advertising literature is likely 
to be too good. It might be ad- 
visable to cut the, printing appro- 
priations of some large firms in half, 
for if those who spend them were 
compelled to use their wits instead 
of the company’s check-book they 
would attain simpler results and 
better advertising. The cost of the 
modern booklet is out of proportion 
to its advertising value. This cost 
is frittered away on non-essentials, 
Vellum is a luxurious paper, but it 
is almost folly to use such costly 
stuff in a folder going to people 
who do not know vellum when 
they see it. The advertising man 
who uses his wits would fold a 
piece of fine book stock in an odd 
way and produce a better piece of 
advertising at a tithe the cost. For 
the lack of simplicity and inven- 
tive skill the printed thing of to- 
day is very apt to be incongruous, 
There is a vast disproportion be- 
tween the money spent and the re- 
sult attained. When the booklet 
or folder reaches the reader who 
knows printing methods, he is 
aware of its cost, but the result 
reminds him of a woman who 
wears diamonds to breakfast. On 
the reader who knows little of the 
printing art it makes no impression 
at all. By keeping the purpose of 
the advertising literature in mind 
and cultivating his bump of inven- 
tiveness the adman could produce 
instead literature genuinely at- 
tistic, of high advertising value, 
and at reasonable cost. 

















by 
th 


th 
te 


CO 


in; 


ha: 
Po 
col 


4 
- F 


[gl - 





llow 
fault 
ture 
nent 
hem 
l, so 

Az- 


‘ices, 

like 
ork, 
 ad- 
ce 

like 
pur- 
oklet 
ould 


ikely 
: ad- 
)pro- 
half, 
were 
stead 
they 
and 
f the 
tion 
- cost 
tials, 
uit it 
‘ostly 
eople 
when 
man 
ld a 
| odd 
ce of 
For 
ven 
f to- 
uous, 
1 be- 
e Te 
oklet 
who 
eis 
esult 
who 


f the 
ssion 
se of 
mind 
ivenl- 
duce 

at- 
ralue, 





PRINTERS’ INK. 











Little Lessons in Publicity—Lesson 25. 


IN GOOD COMPANY. 


Advertisements amounting to over $100,000 were rejected 
by the following six papers during 1903, in the effort to keep 
their advertising columns clean and unobjectionable. The 
decent advertiser is not obliged to associate in the columns of 
the papers named below with the fake massage and fortune- 
telling establishments’, abortionists’, clairvoyants’ and secret 
disease advertisements or improper personals that disgrace the 
columns of so many newspapers. 

When your announcements are placed in these strong even- 
ing dailies you reach clean homes through clean papers—if 
your advertising is clean: 


THE BALTIMORE NEWS 


has a larger circulation in the city of Baltimore than any other newspaper. 
Possesses the confidence and respect of its readers because of its clean 


eues  THE INDIANAPOLIS NEWS 


is the only clean evening daily in Indianapolis. Its home paid circulation is 
greater in Indianapolis than that of all the other Indianapolis dailies combined. 


THE NEWARK NEWS 


isa clean, refined daily, reaching practically all the homes of the purchasing 
classes in Newark, Montclair, Bloomfield, Arlington, the Oranges, etc. 


THE MONTREAL STAR 


reaches practically all the English-speaking homes in Montreal. There is no 
substitute for the STAR; Montreal cannot be covered without it. 


THE MINNEAPOLIS JOURNAL 


goes into the homes because it is the only daily in Minneapolis with clean ad- 
vertising columns, The JOURNAL reaches the homes of all classes, 


THE WASHINGTON STAR 


has always kept its advertising columns as clean and as wholesome as its edi- 
torials or news matter. It is the family-circle paper of Washington. 





The above are not only clean papers, but each is the ‘‘one paper” in a ‘‘ one~ 
paper city.” 





M. LEE STARKE, 


Tribune Buil Trib Buildi 
NEW YORK. Mgr. General Advertising. . CHICAGO, “4 
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RECONSTRUCTION 
A. A. A.A. 


Only a corporal’s guard of mem- 
bers attended the annual meeting 
of the American Advertising 
Agents’ Association at the Wal- 
dorf on February 17, and of the 
thirty-odd general agencies belong- 
ing to the association only six were 
represented by their principals. 
Those present were: 

D. M. Lord, A. L. Thomas, of Lord 
& Thomas, Chicagv; John Lee Mahin, of 
the Mahin agency, Chicago; H. W. 
Curtis, of the J. W. Barber agency, 
Boston; H. B. Humphrey, C. A. Chand- 
ler, of the Humphrey agency, Boston; 
Paul E. Derrick, of the Derrick agency, 
New York; E. R. Blaine, of Blaine & 
Thompson, Cincinnati; W. H. Johns, of 
the Batten agency, New York; William 
Bliss, of the Frank Presbrey agency, 
New York; Henry Decker, of the Fuller 
agency. Chicago; Ben. B. Hampton, of 
the Hampton agency, New York; M. V. 
Putnam, of the Pettingill agency, 
Boston. 

The meeting was called to order 
by Mr. Putnam in the absence of 
President Chas. H. Fuller. Im- 
mediately upon beginning business, 
it is said, proposals were made to 
dissolve the association. The mem- 
bers present had evidently come to 
see the organization decently 
buried, while absent ones, know- 
ing that the funeral ceremonies 
would be in good hands, felt safe 
in staying away. The discussion 
was brisk. No action was taken, 
but an adjourned meeting is to be 
called in the near future by the 
secretary, and at this meeting it is 
expected that the association will 
be entirely reorganized. 

* * * 

A member who is well posted 
on the affairs of the A. A. A. A. 
said to a PRINTERS’ INK reporter: 
“In some ways the association has 
been of benefit to its members. It 
is valuable as a rating bureau to 
the advertising agencies that make 
up its membership, for one thing, 
keeping track of deadbeat adver- 
tisers and those who are undesir- 
able clients. Some advertisers are 
irreproachable in point of credit, 
but are so unreasonable in their 
dealings that their business is un- 
profitable to an agent. When one 
of the A. A. A. A. members drops 
such a client the word is passed 


OF THE 
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around quietly and other members 
do not go to the expense of tryin 

to obtain his business. In several 
other ways the organization has 
justified itself. Therefore it will 
probably be remodeled on a larger 
scale. The present membership 
fee is $100 per year, and most of It 
has gone to pay the expenses of 
the secretary’s office. Mr. J. W 
Barber, acting as secretary, has te- 
ceived a salary of $1,500. This 
financial basis is too small for ef. 
fective work, it is found. It js 
now evident that enough members 
will agree to pay a fee of $1,000 or 
even $1,500 yearly to secure as 
secretary an expert thoroughly 
familiar with advertising and 
newspaper conditions. Such a man 
cannot be had for less than $10,000 
a year. It is proposed to engage 
an expert at such a salary. Two 
or three men have been discussed 
for the position. If the association 
is reorganized on this plan it will 
endeavor to make an agreement 
with 100 leading daily papers 
throughout the country to grant 
the agent’s commission to none but 
members of the A. A. A. A. Ifan 
agreement of this sort is main- 
tained by such a list of papers the 
association will have become neces- 
sary to general advertisers, as the 
papers that co-operate will be in- 
dispensable in a large campaign. 
Reorganization on these lines will 
mean much to the agencies that are 
doing most to create new advertis- 
ing. About a dozen of the large 
agencies in this country to-day are 
each handling $500,000 to $1,250, 
000 gross business annually. Their 
profit on this business is not more 
than 2 per cent, which is too little 
to compensate them for the work 
performed and the risks involved. 
The agencies that make a higher 
per cent on their gross turn-over 
are pretty certain to be the ones 
that place business with weak me- 
diums that pay extravagant com- 
missions. The advertising agency 
that does the best with its clients 
appropriation, placing honestly in 
mediums that will produce results, 
is being driven to the wall because 
the newspapers grant the agents 


commission to all comers. 
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The 


Nashville 
Banner 


THE BANNER is the only Nashville daily that has 


published a circulation statement during 





past six months. 





§worn Circulation Average 


July 1, 1903, to Jan. I, 1904, 


iL Peg @ | 


THE BaNNER’s subscription price is the highest, 
its circulation is the largest, and it carries more local 
and more foreign advertising than any other 
Nashville newspaper. 








Vreeland-Benjamin Special Agency, 


150 Nassau Street, New York. Tribune Building, Chicago. 


BANNER PUBLISHING CO., NASHVILLE, TENN. 
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PUBLISHERS ARE LAX IN 
GRANTING CREDITS. 


An important department of 
every mercantile business is that 
which decides whether credit shall 
be granted or refused. In all trades 
where actual goods are dealt in, 
suck as dry goods, groceries: or 
shoes, the credit machinery is very 
complete, and is now being made 
even more so by national organiza- 
tions of credit men in every line of 
business. There is seldom a credit 
department in a publisher’s office, 
however. Few publishers make a 
practice of systematically inquiring 
into the standing of new adver- 
tisers. Advertising space is not re- 
garded as property, like shoes or 
dry goods, but as a commodity to 
be sold for. what it will bring. 
When a new advertiser appears 
there is a strong disposition to 
“take a chance.” Of the 20,000 
and odd publications in the United 
States but an amazingly small 
number escape being victimized 
every month by the advertising 
fakir, and advertising has always 
been regarded as the particular 
prey of the swindler—a last re- 
source after other lines of business 
have been closed to him. 

The Publishers’ Commercial 
Union, Chicago and New York, is 
the Dun and Bradstreet of pub- 
lishers. Since 1880 it has furnish- 
ed ratings on advertisers and ad- 
vertising agents to its subscribers. 
These now number about 5,000, in- 
cluding publishers, advertising 
agents and special agents. Arthur 
Koppell, Eastern manager of the 
New York office, recently said to a 
PRINTERS’ INK reporter: 

“While conditions are continu- 
ally growing better in this field, 
not even the most businesslike 
publication has so thorough a cre- 
dit system as the average mercan- 
tile house. The fakir and swindler 
are gradually but surely being 
eliminated from advertising, how- 
ever. There are about 20,000 gen- 
eral advertisers in the United 
States—that is, advertisers who 
operate in some territory outside 
of their own town. Between 3,000 
and 5,000 new general advertisers 
appear each year, and of these 
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about 1,000 continue in business 
As soon as a new advertiser is re. 
ported by one of our subscribers 
we investigate his standing and 
furnish an opinion as to his eligi- 
bility for credit. Our subscribers 
are spread so thickly through the 
country, and represent so many dif- 
ferent classes of publications, that 
it is practically impossible for a new 
advertiser to operate without our 
hearing of him. You read accounts 
of fakirs who appear repeatedly 
under other names, but there are 
almost no instances in which they 
succeed in swindling publishers 
who follow our ratings, for our in- 
vestigation goes into the past his- 
tory of new advertisers. Once an 
advertiser proves dishonest he is 
marked, and only succeeds in 
swindling the publisher who grants 
credit promiscuously. While the 
business history and __ financial 
standing of an advertiser are valu- 
able in settling his claim to credit, 
they are by no means final. The 
human quality counts a good deal 
—that is, it is possible to judge 
largely from a man’s personal ap- 
pearance and the way he talks 
about advertising. I find it a 
pretty safe rule that the man who 
displays ignorance of the prin- 
ciples of advertising, even though 
he has money, is not so safe a 
risk as the man with less capital 
who knows advertising science. 
The former is most likely to fail, 
while the latter will make adver- 
tising pay. The daily newspaper 
publishers incur the _ greatest 
losses through bad advertising 
debts, and the weekly newspapers 
are second. The magazines sel- 
dom lose. They are more careful 
in granting credit. 

The headquarters of the Publish- 
ers’ Commercial Union is at Chi- 
cago, and the business is under the 
general management of 
Myers. In January of each year 
a bound volume entitled “The Ad 
vertiser Reporter” is published, 
containing the names of 20,000 to 
25,000 general advertisers, arranged 
geographically, with ratings. This 
annual is supplemented with a 
quarterly revised list and a week 
ly bulletin. 
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CIRCULATION 


Over Half a Million 


The sworn average weekly (7 days) 
issue of The Daily and Sunday 


PITTSBURG 


PRESS 


for Twelve Months, Ending 
Dec. 31, 1903, 


533,345 


Consuming Over 


$236,248 


Worth of White Paper in 1903. 

















The Press far exceeds the circulation of 
any other Daily and Sunday newspaper in 
Western Pennsylvania. 





0. 8. HERSHMAN, President and Publisher. 
H. C. MILHOLLAND, Business and Adv’g Mgr. 





Cc. J. BILLSON, Representative Foreign Advertising, 
Tribune Building, New York—Chicago. 
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WEEKLY AD CONTEST. s the Saturday Evening Post {or 
Sra RE EES ctober 24, 1903. A coupon was 

—— mailed to Mr. Ruhl, as: provided 
In response to the weekly ad jn the conditions which govern this 
contest seventeen advertisements contest, viz.: Any reader may send 
were received in time for report an ad which he or she notices in 


WILLIAMS 320 


& times the Face Value of any other. 
HE FACE VALUE of a shaving soap is its ability to © 
soften the beard, allay irritation, make shaving safe, easy 

and agreeable,.and leave the face soothed and refreshed. 

To do all this, nothing can equal Williams’ Shaving Soap. 
It possesses marked healing and anti-septic properties, and is 
the only shaving soap that will not smart, irritate or dry 
on the face. 

The few pennies saved on inferior shaving soap may cost 
you dearly enough in the end. Take no chances. 

When shaved by barbers insist that they use: the Old 
Reliable Williams’ Shaving Soap ; accept no substitute from 
dealers, if you shave yourself. 

Sold in the form of Shaving Sticks, Shaving Tablets, etc., throughout the world. 
THE J. B. WILLIAMS CO., Glastonbury, Conn., U. S. A. 

FREE upon request, our booklet, “ Shaving: The Right Way.” 





in this issue of Printers’ INK. any periodical for entry. Reasot- 
The one here reproduced was able care should be exercised to 
deemed best of all submitted. It send what seem to be good advet- 
was sent in by H. F. Ruhl, drug- tisements. Each week one ad wi 











gist, Manheim, Pa., and it appeared be chosen which is thought to be 












superior to every other submitted 
in the same week. The ad-so 
selected will be reproduced in 
Printers’ INK, if possible, and the 
name of the sender, together with 
the name and date of the paper in 

. which it had insertion, will also be 
stated. A coupon, good for a year’s 
subscription to Printers’ INK, will 
be sent to the person who sends 
the best ad each week. Advertise- 
ments coming within the sense of 
this contest should preferably be 
announcements of some retail busi- 
ness. Patent medicine ads are 
barred. The sender must give his 
own name and the name and date 
of the paper in which the ad had 
insertion. Beyond these general 
instructions, the editor of Print- 
rs’ INK leaves competitors as wide 
a margin as possible in choosing 
their ads, but he would like to re- 
ceive advertisements from local 
merchants: jewelers, shoe dealers, 
opticians, tailors, grocers, clothiers, 
barbers, undertakers, real estate, 
tanks, haberdashers, hardware 
dealers, etc. One of the objects of 
this contest is to interest local mer- 
chants in good advertising. 





Sir Arthur Conan Doyle practiced 
medicine before he began to write, and 
in one of his scrap books he has a 
newspaper advertisement that he cher- 
ishes because it shows well the low 
standing of many doctors in the eigh- 
teenth century. Sir Arthur clipped the 
advertisement from a newspaper of the 
year 1787. It reads: 
anted, for a family not blessed 
with good health, a sober, discreet and 
steady person to act in the capacity of 
doctor and apothecary. He must often 
act also as a steward and butler, and 
occasionally dress hair and wigs. He 
will be required to read prayers and 
sometimes, on wet Sundays, to preach a 
sermon or two. A good salary will be 
paid and a preference will be given to 
such an one as, besides the above quali- 
fications, can mend clothes.”—Philadel- 
phia Bulletin. 


———_+o > . 


“You don’t mean to say he’s bought a 
copy of the City Directory for his par- 
or. What use has he for it there?” 

, "Why, man alive, his name’s in it— 
in print.”—Philadelphia Ledger. 
———_—_+o-—__—. 


_ Some people who have read the adver- 

tisements in the magazines and street 

cats are at a loss to understand how 

espeare ever wrote his plays with- 

out eating the modern breakfast foods! 
t. Louts Humorist, 
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The Modern Marketplace 
is the Modern Magazine 


“The only method of adver- 
tising known to the ancients 
was the word of mouth. The 
merchant who had wares to 
offer brought them to the gate 
of the city and there cried 
aloud, making the worth of his 
goods known to those who were 
entering the city, and who 
might be induced to turn aside 
and purchase them.”—Prof. 
Walter D. Scott, in Atlantic 
Monthly for January. 

To-day the marketplace of 
the world is in the pages of 


McClure's Magazine 


S.S. McCLURE COMPANY 
Curtis P. Brady 

Manager Advertising Dept., New York 

Frederick C. Little and Frederick E. M.Cole 
Western Representatives 
Marquette Bldg., Chicago 

Egerton Chichester 
New England Representative 
Globe Bldg., Boston 




















OUR POST OFFICE. 


In Printers’ Ink for February 
24 the advertisement here repro- 
duced appeared on. the double cen- 
ter pages. 

On page 45 of the same issue 
appeared an announcement, which 
is also here reproduced and marked 
No. 1. The reverse side of this 
page contained a coupon to be 
filled out and sent in by prospective 
subscribers. It is here reproduced 
and marked No. 2. On the mar- 
gin of page 45 runs the following 
sentence, “Tear out, sign and hand 
to a prospective subscriber.” By 
inserting this coupon as a full page 
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therefore not properly mailable at the pound 
rate of postage, but as it is believed that it was 
prepared without knowledge of the prohibition 
against such sheets, and in accordance with the 
policy of the Department not to embarrass 
publishers or subject them to avoidable hard. 
ship or expense in the exercise of their second 
class privileges, the issue was allowed to 
under the circumstances and in view of the 
delay which the removal of the pages would 
entail. 

It is however requested that there be no 
further infraction of this regulation, as this of. 
fice will have no authority to accept future is. 
sues as second class matter unless they conform 
in all respects to the requirements of the postal 
laws and regulations, and I shall be pleased to 
receive assurance from you that the ruling will 
be observed hereafter. 

Please enclose your reply in the official en- 
velope herewith, which requires no postage, 

Attention is invited to the circular also en- 
closed. Please note that the ruling applies 
only to full pages, It does not prohibit part 
of a page, surrounded by reading matter or ad. 








.of this issue. 


at the bottom of the page. 


year, mail you a check for One Dollar. 


$50,000 in Cash 


For Present Printers’ Ink Subscrihers. 


Printers’ Ink believes that there are at least 50,000 business men in this country who 
would gladly subscribe to the paper if they were reached in the right way. This number does 
not include the hundreds of young men and women who are interested in learning the art of 
advertising and who could do so by a systematic study of its weekly lessons. 

Printers’ Ink believes that its present subscribers can best testify to the value of the 
Little Schoolmaster as an instructor and helper in the practical affairs of everyday advertising. 

Printers’ Ink is willing to pay its present subscribers $1.00 each for locating and 
securing the subscriptions of the new 50,000 subscribers, 

As each of these prospective subscribers mtust first be made acquainted with the Little 
Schoolmaster, a coupon.will be printed in each issue of PRINTERS’ INn« like the one on page 45 





Tear this page out and hand it to some person of your acquaintance whom you think 
fikely to be interested and benefited by reading Printers’ Ink, first writing your own name 


If this page is returned to the office of Printers’ Inx I will credit you with your initial 
effort and use my best endeavor to secure the applicant as a regular subscriber for one year, 
Should the effort be successful I will, immediately on receipt of his cash subscription for one 


There is No Limit to the Number of Dollars One May Earn Under This Offer. 
Ifyou wish more coupons than the one appeafing each week in PRINTERS’ INK write for them. 
_ Printers’ Ink has done more for the develdping of American advertising than any other 
single factor inthis country; in fact, it has made American advertising what it is. And solely 
upon its true merits and sterling value, subscribers are invited to assistam spreading its adver> 
tising gospel. address OHAS. J. ZINGG, Business Manager and Managing Editor, 
























by itself it now appears that the 
Little Schoolmaster violated one 
of the rules of the Post Office De- 
partment, as set forth in the letter 
here following: 
Post Office, New York, N. Y. 
Office of the Post Master. 
Fesruary 27th, 1904. 

Publisher of “ Printers’ Ink,” 10 Spruce St., 

New York, N.Y. 

Dear Str—I have to advise you that the 
Post Office Department has ruled that a full 

ge arranged as an order blank or form and 
inserted for the purpose of being detached for 
some subsequent use, is not permissible in a 
second class publication, and will subject 
copies containing the same to postage at the 
third class rate. ; : 

The February 24, 1904, issue of PRINTERS 
Ink contains a page (45) which is regarded as 
being within the ruling referred to, and was 










vertisements, from being arranged as a coupon 
or blank form to be cut out, provided it is not 
perforated. Very respectfully, 
C. Van Corr, Postmaster. 
Per E. M. Morean, Ass’t P, 

PrinTERS’ INK does not want to 
violate postal law or rule, and this 
reply was promptly dispatched to 
Mr. Van Cott: 

Printers’ INK, 
A Journal for Advertisers. 
New York Cry, Feb. 29, 19% 
Mr. C. Van Cott, Postmaster, United States 

Post Office, New York. 

Dxar Sir:—Your communication of Feb 
ruary 27th, relating to coupon pages _™ 
Printers’ INK of February 24th and the De 
partment’s ruling, is tohand and has my care 
ful attention. : 

It is needless to say perhaps that I did not 
intentionally commit an infraction of the 





















































ar ata sad 


eck ae 





coupon 
it is not 


aster. 

t P. M. 
ant to 
d this 
ed to 


1 States 
of Feb- 


the De- 
my care- 


did not 
the rule 





PRINTERS’ INK. 13 


applying in this matter and shall not do so in 
apply re. 


a 
I trust, however, that the day may come 
when common sense and businesslike prin- 
ciples shall govern our Post Office and when 
antiquated silliness and obstructions shall be 
removed. There is not a civilized nation on 
the face of the globe that hasa Post Office De- 
partment as mismanaged and misruled as that 
of the United States. Yours truly, 
Printers’ Ink, 
Chas. J. Zingg, Business Manager and 
Managing Editor. 


The coupon page may appear 
again in PriNTERS’ INK conform- 
ing to the rules of the Post Office 
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and it may not. Coupons will, 
however, be mailed to any sub- 
scriber who likes to take hold of 
the offer made by PrinTers’ INK 
on February 24, which reads as 


follows : 
$50,000 IN CASH 

For Present Printers’ Ink Subscribers. 

Printers’ Ink believes that there are at 
least 50,000 business men in this country who 
would gladly subscribe to the paper if they 
were reached in the right way. This number 
does not include the hundreds of young men 
and women who are interested in learning the 
art of advertising and who could do so bya 
systematic study of its weekly lessons. 

Printers” [NK believes that its present sub- 
scribers can best testify to the value of the 
Little Schoolmaster as an instructor and helper 
in the practical affairs of everyday advertising. 

Printers’ Ink is willing to pay its sent 
subscribers $1.00 each for locating aud secur- 





ing and subscriptions of the new 50,000 sub- 
Ts. 


As each of these prospective subscribers 
must first be made acquainted with the Little 
Schoolmaster, a coupon will be mailed to all 
those who apply for them. 

Hand each to some person of your ac- 
quaintance whom you think likely to be in- 
terested and benefited by reading PRINTERS’ 
INK, first writing your own name at the 
bottom of the coupon. 

For every coupon that is returned to the 
office of Printers’ Inx I will give you credit 
for your initial effort and use my best en- 
deavor to secure the applicant as a regular 
subscriber for one year. Should the effort be 
successful I will, immediately on receipt of 


PRINTERS? INK tine arror ovcrnsae 


“Some men pay $10,000 for an expert to manage 
their advertising. There are others who pay $5.00 for 
an annual subscription to Panrrers’ Iwx and learn what all 
advertisers are thinking about. But even these are not 
the extremes reached. There are men who lose over 
$100,000 a year by doing neither one 








Publisher Pamrters’ Inx, 
to Spruce Street, 

New York? 
Please send me Printers’ Ing 
for four weeks, for which I inclose 
10 cents, as I wish to examine the 
paper with a view of becoming a 
regular subscriber. 


FOUR WEEKS’ -TRIAL TRIP 


Name 





Address, 











No. 2. 


his cash subscription for one year, mail you 
a check for One Dollar. 

There is no limit to the number of dollars 
one may earn under this offer, 

Printers’ Ink has done more for the de- 
veloping of American advertising than any 
other single factor in this country; in fact, it 
has made American advertising what it is. 
And solely upon its true merits and sterling 
value, subscribers are invited to assist in 
spreading its advertising gospel. Address 

Cuas. J. ZinGG, 
Business Manager and Managing Editor, 
10 Spruce street, New York, 





The editor and publisher of the 
Cosmopolitan Magazine has re- 
cently made a public appeal for an 
investigation by Congress of the 
Post Office Department and asks 
the removal of the Postmaster- 
General and the Third Assistant 
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Postmaster-General as a prelimi- 
nary to any proper and honest in- 
vestigation. 

Publishers and ‘business men 
everywhere suffer continually by 
the queer obstructing methods of 
the Post Office, and there seems 
little hope for reform until the day 
comes when our Post Office—the 
greatest business department in the 
world—is administered by honest, 
able and practical business men, 
instead of by politicians who are 
put there as a reward for political 
services. 


sepa i aera 
MR. POST ON ADVERTISING 
AGENCIES. 





Some men are born advertisers, 
others achieve advertising, and still 
others have advertising thrust upon 
them. C. W. Post is either a born 
advertiser or a self-made one. His 
products were not only the first in 
the health food field, but they have 
remained most conspicuous amid 
the rise and fall of other health 
foods. While “Grape Nuts” and 
“Postum Cereal” are good com- 
modities, there is no getting away 
from the fact that their publicity 
is more forceful than that of sim- 
ilar commodities. From time to 
time advertising agents have taken 
upon themselves the credit for dis- 
covering Mr. Post and shaping his 
publicity, but he has always dis- 
claimed his discoverers, averring 
that the success of his advertising 
is due entirely to his own ideas and 
efforts. There is no question but 
that advertising agents make more 
successful advertisers than are 
born in the ordinary course of 
events. But Mr. Post seems to 
have been born into advertising, 
not made by the agents. His ex- 
perience with the latter has not 
been limited, however, and when a 
PrINnTERS’ INK reporter asked him 
recently for his opinions of adver- 
tising agencies in general he talked 
from a full mind. 

“I thoroughly enjoy the com- 
panionship of a first-class advertis- 
ing agent when opportunity offers 
at the Sphinx Club or elsewhere,” 
he said. “Socially, they are most 
excellent fellows. But I suppose 
you want the subject discussed 


from the business standpoint rather 
than the social. I am an owner of 
stock in three different advertising 
agencies, and perhaps should not 
tell tales out of school. But what 
I have to say most other adver. 
tisers know, and therefore, perhaps, 
it will not be harshly criticised, 

“The statement that the adver- 
tising agent is an agent of the 
newspaper meets with a merry, in- 
fectious, and sometimes staccato 
Ha! Ha! If the agent did not 
hammer the life out of the publish- 
er and force him to sell his goods 
at the very lowest living price, said 
agent would be of no value to his 
real client, the advertiser. Of 
course, if the publisher prefers to 
hire the agent and pay him fifteen 
to twenty-five per cent to break 
down his prices as far as possible, 
that is the privilege of the pub- 
lisher, and I see no occasion for 
criticism on my part.- But if it be 
understood that the advertising 
agent is the agent of the adver- 
tiser, not the publisher—then for 
what reason does the publisher pay 
him a commission? I am satisfied 
that it is, primarily, because the 
publisher has this fifteen or twen- 
ty-five per cent. lying around loose 
and wants to give it away to some- 
body. So he thinks the agents are 
good fellows, and about as con- 
venient as any one else, and he 
hands it over. 

“One excuse the publisher offers 
is that the agent creates new busi- 
ness, and therefore should be re- 
compensed. The large advertiser 
is more or less of an egotist, and 
thinks he causes things to happen. 
We get into that way, and it is 
hard to correct it, particularly 
when the facts are forced on us day 
by day that if we did not do the 
things ourselves some of them 
would not be done. So, I say, we 
get into this bad habit, and it sticks 
to us. As an illustration, I sup- 
pose that I originated and made 
popular the cereal coffee movement 
about nine years ago. I often 
worked until two o’clock in the 
morning preparing copy, perfecting 
the organization of the business, 
and so forth. I supposed all this 
time that I was really working to 
promote a new business. About 
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two years after the movement was 
started we had an epidemic of 
cereal coffee advertising. Some 
people tell me that the followers 
had been induced to go into the 
business because I had made a few 
pennies out of it. I never asked 
any of these imitators why they 
went into the business, and do not 
believe they went in because some 
advertising agent originated the 
business. 

“A few years after that I per- 
feted a predigested food from 
wheat and barley to feed myself 
on after recovering from a severe 
attack of appendicitis. During that 
time I experienced great trouble 
with the digestion of starch foods, 
and made “Grape Nuts” for my 
own use. Then it occurred to me 
that there might be other persons 
in the world who could make use 
of a predigested ready-cooked 
breakfast food, so I prepared the 
copy and introduced that article to 
the reading public. Perhaps you 
will agree with me that never in 
the history of advertising has there 
been so heavy a campaign and so 
much money spent as in the pre- 
pared, ready-cooked breakfast food 
business (though it gets on my 
nerves a little to have to stand 
godfather for some of the chil- 
dren). I have never, so far, seen 
that I had the right to charge the 
advertising agent that placed my 
business with the responsibility of 
the promotion of this new business. 
The agency acted as a broker in the 
purchase of space. It neither or- 
iginated the products, nor the 
methods of marketing, nor pre- 
pared the copy. It acted simply 
and solely in the capacity of 
broker. Then, if the largest cam- 
paign of advertising known did not 
originate with the advertising 
agents, query—What is the real 
teason for allowing such agents 
the publishers’ commission? I 
cannot answer this question, and 
80 leave it to your readers. 

“Now, then, the other side of this 
question: 

“I have known of a case where a 
man wanted to enter the field and 
make some money through adver- 
tising, He had no object in life 








PRINTERS’ INK. 15 


except to make money. He did 
not care whether he sold mud pies 
or stocks in the Kingdom of 
Heaven. If he could get money 
out of a remedy for bald heads or 
for warts on noses he was in for it. 
So the proposition was placed be- 
fore an advertising agency. They 
concluded that there was an open- 
ing for a certain remedy in the 
medical line, and suggested to Mr. 
Moneybags that he go to a promi- 
nent chemist, have said chemist 
box the chemical compass, and give 
him a remedy. Then the adver- 
tising agent produced the fascinat- 
ing copy that would mesmerize the 
public into the belief that the thing 
to do was to buy this remarkable 
concoction, and lo! the business 
was started. Of course, it did not 
last long, for the spirit and zeal 
necessary to great success were ab- 
solutely lacking. However, it was 
a distinct and well-defined case 
where the advertising agent did 
originate business. 

“Some day, perhaps, the clear- 
thinking publisher will conclude 
that, if he does not care to give 
away the commission to the ad- 
vertising agent who hammers the 
life out of the publisher, he may~ 
with good grace give it to the 
actual, real, bona fide producer of 
business, whether he be a proprie- 
tor or agent.” 

——__+@>—__—_. 


What is the difference between a 


gambler and a bill-sticker?>—A gambler 
is a card-player and a bill-sticker is a 
pla-carder.—Ex. 








ADVERTISING IN DARKEST AFRICA, 
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SAN FRANCISCO NOTES. 


Advertising in some lines has 
been dull since January 1, 1904. 
The biggest outdoor advertising 
company in the West, Owens, Var- 
ney & Green, complain that busi- 
ness is quieter than usual. Local 
advertisers will not be coaxed, 
persuaded or convinced at present, 
so Mr. J. Charles Green has gone 
East to try his “persuasion” in 
new pastures. 

The Morton L. Cook Co., who 
control all the theatre curtains, 
programmes and interurban rail- 
toads, are very much disgruntled 
because the local advertiser cannot 
see his way clear to use their me- 
diums more extensively. 

But the newspapers are not com- 
plaining. The Chronicle has been 
increasing its advertising patron- 
age at a rapid rate under the new 
business management of C. I. 
Leach, formerly with Frank Mun- 
sey’s papers. Two of the largest 
advertisers in San Francisco, Hale 
Bros. and S. N. Wood, were out 
of the Chronicle entirely up to a 
short time ago. Now both are 
running on large space contracts. 
There is new spirit and enthusiasm 
in the advertising department of 
the Chronicle—probably put there 
by the new manager, for every few 
days a new advertiser makes his 
bow through the columns of the 
Chronicle. 

The Bulletin has gingered up 
considerably since their new man- 
ager, Mr. B. A. Vollmer, took 
charge. The Bulletin is an even- 
ing paper, and claims to have the 
largest city circulation of any San 
Francisco paper, and this claim has 
not been disputed by the other 
dailies. The low rate of the Bul- 
letin with its large circulation 
in San Francisco make it a very 
desirable paper for such adver- 
tisers as can only afford one or 
two papers. The Bulletin has al- 
ways been a man’s paper, notwith- 
standing the fact that it is an even- 
ing paper. From one to two pages 
of sporting news are published 
daily and considerable space is de- 
voted every day to news and items 
of interest to the labor unions. 
The manager has been endeavoring 


to make the Bulletin appeal to the 
women by running strong on 0- 
ciety and women’s stories, gossip 
etc. Several prize contests haye 
been used to boom the paper with 
the women. On February 2 the 
entire management of the Bulletin 
was turned over to the California 
Club, composed of the best-known 
San Francisco ladies. The ladies 
realized over $5,000 profit from 
their labor, which money is to go 
into a fund to build a new club 
house. 

The Examiner has always been 
the paper of the masses and prob- 
ably always will be. Their cir. 
culation statement has not been 
issued recently, but they claim 
about 100,000 daily and about 149, 
000 Sunday. The Examiner is by 
far the most independent of all the 
dailies. They don’t seem to care 
whether they get business or not, 
and after they get it take no extra 
pains to keep it. Their circulation 
both as to quantity and quality is 
considered by the local advertiser 
as being absolutely necessary to 
his business, and he continues to 
advertise in the Examiner whether 
they treat him well or not. 

The Call is advertising itself to 
some extent, and secures a lot of 
local business because of its splen- 
did policy of treating every adver- 
tiser as if he were a preferred 
guest. The entire advertising de- 
partment of the Call, from the of- 
fice boy to the manager, is polite, 
courteous and very attentive, and 
advertisers appreciate such a 
policy. 


These four papers cover the local J 


field very thoroughly, besides going 
to all the railroad stations in Cali- 
fornia, Nevada and parts of Ari- 
zona, Oregon, Washington, Idaho 
and Utah. 

There has been a large number 
of special representatives of the 
Eastern dailies in San Francisco 
during the last two months, calling 
or Mr. R. E. Queen for the Cali- 
fornia Fig Syrup business. 

Between these specials and the 
Owl Drug Co.’s fight with the N. 
A. R. D., Mr. Queen has been 4 
very busy man. This Owl Drug 
Co. fight is a very interesting ad- 
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yertising story, which I shall en- 
deavor to send you next week, but 


-will say here that after a year’s 


fighting the retail and wholesale 
druggists and all the labor unions 
of San Francisco, the Owl has by 
the use of good advertising suc- 
ceeded so well that the N. A. R. 
D. and wholesale druggists were 
forced to come to their terms; the 
labor union fight is still on, and if 
it will continue long enough the 
Owl people will be able to retire 
in a few years very wealthy men. 
Every move made against the Owl 
has been turned to their advertis- 
ing advantage. 

The population of California is 
jicreasing very rapidly, owing to 
the vast amount of advertising this 
State is receiving through its vari- 
ous promoting committees, boards 
of trade, chambers of commerce 
and the railroads. Every county 
seems to have the advertising fever, 
and as usual many a good dollar 
is thrown away between poor ad- 
vertisers and “graft.” The large 
commercial bodies, however, are 
conducting their plans along thor- 
oughly thought-out lines and are 
receiving good returns. 


<> 





BANK ADVERTISING. 
Tue CuHIcaco BANKER, 
405-6-7-8 Monadnock Block. 
Curicaco, Feb. 22, 1904. 
Editor of Printers’ INK: 

While it is true that banks are giving 
more attention to the publicity end of 
the business than ever before, there is 
still great room for improvement, and 
to my mind Printers’ INK can do a 
great deal in helping to promote the 
field. As you are aware, no doubt, it 
has only been within the last few years 
that advertising managers have been 
employed in banks and trust companies. 
In some instances these gentlemen de- 
vote their entire time to the advertising 
and in others a thoroughly informed ad- 
vertising man is given an official position 
in which he divides his attention. In the 
latter case it is where the bank has a 
desire to be up-to-date in the publicity 
department, but does not do enough 
advertising to warrant a man spending 
his full time. 

It does not always follow that the 
financial institution with the largest 
capital should be the best known. While 
it is true that a large capital helps give 
confidence to the business public the 
smaller bank that advertises judiciously 
and systematically, impressing the in- 
tegrity of its officials and directors upon 
the public, together with its facilities 
for doing business and handling the ac- 





counts of individuals, other banks and 
corporations, often pays larger divi- 
dends to its shareholders than the one 
with the immense capital that don’t be- 
lieve in advertising. 

As a very progressive gentleman, who 
has made the subject of advertising a 
study, said to me the other day: “In 
spending the money we do, and as we 
do, we not only have the immediate re- 
sults in view, but we dre advertising to 
the business man of to-morrow who is 
attending school to-day.” This same 
man to substantiate his statement told 
me that he had purchased for his bank 
several copies of a complete atlas of the 
world and made a free distribution to 
school children. 

This is surely long-sightedness, with 
the view of impressing upon the young 
mind the name of the trust com- 
pany so indelibly that when he enters 
business it will be natural for him to 
seek out the bank he has heard so much 
about and heard of for so many years. 
Of course, should this gentleman stop 
advertising in this direction, the money 
expended for the atlas would be money 
poorly spent, but he knows too much 
advertising to do that. 

It may be well to mention that since 
this concern adopted its aggressive ad- 
vertising policy, which has been only 
about five years, its deposits have in- 
creased over sixty per cent, and its total 
resources even more. ' 

Very respectfully yours, 
Epwarp H. Fox, 
Business Manager. 











1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


jnae. Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 

HE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines, The Examiner 
and Sunday American lost 2,707 col- 
umns gg lines. 

This, notwithstanding THE REC- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903: Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 

There is good ethical reason for 
the rule that one should not “bor- 
row” one’s advertising ideas from 
competitors. I would have thought 
that there was also good practical 
reason for this maxim; but that 
does not seem to be the opinion of 
some who claim to be advanced 
and serious practitioners of pub- 
licity. There is no class of men 
who ought to be better advertisers 
in every sense of the term than 
newspaper proprietors; yet when 
they do advertise (and few of them 
use newspaper advertising outside 
their own publications to the ex- 
tent they advantageously might) 
there is no sort of advertisers so 
notoriously prone to smouching 
other people’s schemes. (The 
word “smouch” is attributed by 
Mr. Mark Twain to Milton. If 
Milton is not a good enough au- 
thority, I will fall back on Mark.) 

* + * 

Some time ago I mentioned the 
scheme used by Sir George New- 
nes to advertise Tit-Bits. He ran 
a serial story about a buried treas- 
ure of $2,500, and caused that sum 
in British gold coin to be actually 
buried in a piece of gas-piping at 
the side of a country road. As 
the story progressed, clues were 
dropped as to the whereabouts of 
the buried money, and it was un- 
derstood that the first man to de- 
tect the meaning of the clues should 
be entitled to dig and become rich. 
The discovery of the money caused 
a great sensation, and one of the 
London evening papers, the Star, 
thought it sufficiently interesting to 
make an exclusive of it and send 
a man to interview the finder. 
This was good advertising. 

* 4 * 

So many people thought. In- 
deed, I should say that Newnes got 
many times $2,500 worth of adver- 
tising from the newspapers out of 
this. The Star exclusive was prob- 
ably worth, and certainly could not 
have been purchased for, the whole 
amount. 

4 4 * 


But no one admired the scheme 


so much as certain other: news- 
paper proprietors. Pretty - soon 
the News of the World, a London 
weekly of large and meritorioys 
circulation, began burying treasure, 
or vouchers representing treasure, 
in small sums all over the country, 
This was a variation on the origi- 
nal scheme, but it cannot be called 
original in itself. The News of 
the World went into it to the ex- 
tent of $20,000. But just then the 
Harmsworths took over a weekly 
paper, a rival—at a considerable 
distance in point of circulation—~ef 
the News of the World. And Mr. 
Harmsworth at once proceeded to 
adopt the buried treasure scheme 
also, and is upon record as having 
said that it had the effect of re- 
suscitating a journalistic corpse, 
which does not look as if he had 
thought much of his new purchase. 
* x + 


The extension of the treasure 
scheme had the effect of causing a 
good deal of damage to the public 
roads, and eventually a large num- 
ber of seekers were prosecuted by 
the police and fined. But this did 
not stop the nuisance, and the au- 
thorities determined to see whether 
those who hid could not be fined. 
Perhaps the lovely puns this was 
capable of suggesting to smart re- 
porters stimulated the _ police. 
Anyway, the Harmsworth syndi- 
cate was prosecuted for being the 
cause of the public nuisance caused 
by seekers after their treasure, and 
fined. It is now announced that 
the Harmsworth paper (the Week- 
ly Dispatch) will drop the scheme. 

* * * 

This is a very good decision to 
have come to. It is outrageous 
that a newspaper, which ought to 
be the guardian of public rights, 
should make itself the occasion of 
such a nuisance. But I am not 
concerned with this aspect of the 
question. According to the Ad- 
vertising World, Mr. Harmsworth 
posed at the shareholders’ meeting 
of the Amalgamated Press as an 
enthusiastic advertiser. He said 
that this company had spent last 
year a quarter of a million dollars 
in advertising. He considered this 
feature so vital to the business 
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that one of the directors did very 
little else than pay attention 
to it. “To make advertising 
pay to- day,” he went on, “it has 
to be done with great cleverness 
and judgment,’ and much more 
to the same effect. Mr. Harms- 
worth, therefore, is not merely a 
publisher of advertising; he is also 
an advertiser. He is to be criti- 
cised by the canons of all good ad- 
vertising—canons calling for judg- 
ment, perseverance, consistency, 
originality. And I am far from 
saying that his advertising has not 
been liberal, judicious and clever. 
But what is to be said of a large 
advertiser who has so. little re- 
spect for advertising as a craft as 
to appropriate other people’s inven- 
tions in the way Mr. Harmsworth 
appropriated the buried treasure 
idea? He says that advertising 
should be done, if it is to be done 
successfully, with great cleverness 
and judgment. And he proceeds to 
do it with great cleverness and 
judgment—only he uses the clever- 
ness and judgment of other people. 
* * * 


Mr. Henry Wellington Wack, 
managing director of the company 
founded by the late Andrew Jud- 
son White (A. J. White, Limited), 
whose son recently met with so 
tragic a death, has resigned his po- 
sition, which will be taken by Mr. 
Lyman Brown. A. J. White, 
Limited, owned Seigel’s Syrup, one 
of the best advertised patent medi- 
cines in the British market. Mr. 
Wack has held the reins for about 
four years, if I remember rightly, 
and though I preferred the adver- 
tising of the original manager, Mr. 
H. K. Packard, who left the com- 
pany at the period of its reorgani- 
zation some time after Mr. A. J. 
White’s death a few years ago, it 
cannot be questioned that Mr. 
Wack was a very able and success- 
ful advertiser. He took up the 
work when the business was in a 
very critical condition, and has 
weathered many storms since. The 
vehement disagreement of the 
board with its auditors last sum- 
mer will not have been forgotten by 
readers of PRINTERS’ INK. I am 
informed, but give the statement 


under reserve, that Mr. Wack’s re- 
signation was the result of a dis- 
agreement between the American 
and English directors. Mr. Wack 
retains an unofficial relation to the 
board for the present, and no doubt 
the next general meeting will reveal 
the story of his withdrawal. Mean- 
time it suffices to pay a deserved 
tribute to the admirable manage- 
ment which he gave to the Seigel 
business during his difficult tenure 
of office. 
* * 

The sudden death of Mr. 
Thomas Smith, managing director 
of Smith’s Advertising Agency, 
Limited (it was incorporated as a 
private company only last month), 
removes from the advertising 
world a picturesque and respected 
figure. Mr. Smith was a keen en- 
thusiast in advertising. He began 
work as an advertising agent ina 
very small way, and in something 
over a quarter of a century made 
for himself a leading position in 
his profession. 





Ir is just as foolish to try to do your 
advertising without a fixed plan and 
system as it is to try to build your house 
without a plan. 
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AN INTERVIEW WITH A 
COAL ADVERTISER. 


By L. Scott Dabo. 


Unique among the small space 
advertisements which have ap- 
peared in the daily papers during 
the past year are a series of two- 
inch ads headed “Plymouth Coal.” 
The mere heading itself, drawn in 
attractive lettering, is so distinctly 
different from the surrounding 
ads as to signalize them amid their 
many glaring, black-faced neigh- 
bors. Ordinarily, one or two inch 
space ads have little chance of at- 
tracting the eye in the dailies, in 
which so many quarter, half and 
full page displays hold forth. The 
Plymouth Coal ads have attracted 
attention largely through their at- 
tractive and judicious arrangement 
of type and balance of black and 
white. Though this advertising is 
practically new in New York dai- 
lies, it has been running in larger 
form for some years in local Jersey 
papers where this firm enjoys a 
wide reputation. 

“Though I am not an advertising 
man, properly speaking,” said Mr. 
Henry Jagels, of the firm of Hall- 
Jagels-Beliis Company, 33-35 Four- 
teenth street, Hoboken, N. J., with 
branch office in the Flatiron Build- 
ing, this city, “I believe the art is 
rooted in the very soul of modern 
business. In these days of growth 
and expansion, the business man 
who fails to take as active an in- 
terest in advertising his product as 
in the goods he is marketing or 
manufacturing, falls short of the 
standard. 

“We have been advertising en- 
thusiasts ever since our firm was 
started, and on the supposition 
that the bottom principles of any 
business institution and the art of 
advertising are identical, we have 
always given the matter our earn- 
est personal attention. I believe 
in the simple, direct, unaffected 
style of telling our advertising 
story. Convincing facts, briefly 
told, are what the people want. 
If by the general appearance of an 
ad first their attention and after 
that their interest is enlisted, half 
the point is gained; if the argu- 
ment makes as strong an impres- 
sion as the mere looks of the ad 


did, a new customer may be count- 
edon. This is the result of my ex. 
perience. 

“Our advertising began six years 
ago, shortly after the beginning of 
my career in the coal business with 
our present firm. The business has 
been practically built up and made 
what it now is in that time, and 
I attribute our success largely to 
the fact that we have been persist- 
ent advocates of advertising right 
along. When I first started, I had 
nothing in the way of capital but 
a horse and wagon. In those days 
I bought my coal as any middle 
man bought it—by the wagon load, 
I was then located in the down- 
town section of Hoboken and had 
no coal yard, stock or money. Then 
came an opportunity to locate up 
here on the present site, where an 
office and yard already stood ready 
for us to take possession. Even 
then an unexpected complication 
arose in connection with the man 
who leased us the property, and 
for a time it looked as if the first 
fruits of my effort were going to 
be wiped out. 

“The first load of coal which 
made up our stock in this yard 
consisted of several sizes of fifty 
tons each. For this I had to pay 
cash upon delivery, and after that 
was done I had to my credit and 
as my sole available capital the 
sum of sixty-two cents; but I 
went to work with only one 
thought in my mind—to win out. 
With part of the first profits I be- 
gan an advertising campaign, and 
from that time to this day we have 
always been represented in the 
local papers. Although I believe 
largely in sending salesmen out to 
sell our goods to the public, at 
the same time I realize the value 
of keeping the public informed day 
after day through the newspapers 
that we have the goods they want 
and at the lowest consistent price. 
If advertising does nothing more, 
it familiarizes prospective custom- 
ers with a firm name or that of a 
brand of goods, and this facilitates 
the salesman’s work to a large ex- 
tent. Plymouth Coal is now as 
well known all over this section 
as our firm name, and the two are 
inseparable, That this has been 
largely accomplished through ad- 
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vertising I am sure. The impres- 
sion is made even on people who 
have never before bought, but may 
buy coal any day; a brand name, 
coined or descriptive, for any pro- 
duct, is a valuable thing in adver- 
tising. We have used this par- 
ticular name, Plymouth, and the 
present style of its lettering con- 
sistently wherever there was an 
opportunity for its display. Our 
wagons bear the words in the same 
style as they appear in our ads. 
They serve as a reminder and a 
connection. 

“To give you an idea of the 
growth of our business within the 
past six years, we now send out 
from two hundred and fifty to 
three hundred thousand tons of 
coal annually. The firm owns 
eleven coal yards, where about 
seven years ago we leased one; 
we also control several coal com- 
panies besides the yards under our 
name. 

“There is a drawback in the coal 
business which compels us to go 
slowly with our advertising plans, 
and that is the question of supply. 
We can always sell coal; there 
isn’t a more marketable commodity 
in existence, but we can’t always 
get all we want. Even now we 
are constantly pushing the rail- 
road hard in order to keep our de- 
liveries up with the demand. 
That’s the reason we have gone so 
lightly into the broader field of 
advertising which New York af- 
fords; should we ever have to cur- 
tail it in any way, it will be for 
this cause. We can’t stock up 
with coal as easily as a department 
store can with dry goods. There 
are no job lots of coal lying 
around waiting to be bought up at 
a round figure. When people run 
short of coal, they order it without 
going around shopping for it. At 
certain seasons everybody orders 
at the same time and wants it 
quick, so you see we have to be 
discreet in planning the extent of 
our advertising, if we want to 
avoid having to discontinue it al- 
together at certain periods. 

“Among the New York papers 
we use the Sun and Times. We 
cannot always trace returns to any 
medium. Occasionally a new cus- 
tomer wili say an ad in one news- 
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paper or another induced the or- 
der, but as a rule people don’t 
think of referring to the ad; they 
send in their order and that’s the 
end of it. Among the local papers, 
most of which we use, we have no 
doubt as to the superior value of 
the Hoboken Observer. It has car- 
ried our ads regularly for some 
years now, and, as I said before, a 
good proportion of our business 
may be safely attributed to the 
publicity we received from its col- 
umns.” 

“Have you used any other meth- 
ods of advertising?” 

“No. I believe in newspapers, 
first, last and all the time. In my 
estimation, so far as our business 
is concerned, newspaper-printers’ 
ink is the most profitable of any 
in the long run. This question de- 
pends largely for its answer on the 
goods advertised, but so far as 


Plymow 
' -burné up Clean 
Coal as:good'as Plymouth has 
2000 pounds of coal to the‘ton. 
No dirt, diist.orslate. 
HALL-JAGELS-BELLIS-CO.. 


' Fullér Bullding, B’ way and 234 St., 
Tel, 2019 Gramercy, ‘New York. 




















coal is concerned I do not believe 
a better medium can be found than 
the daily papers. 

_ “All our copy, with a few excep- 
tions, is prepared by myself here 
in this office. The arguments, al- 
ways short and forceful as pos- 
sible, are aimed at coal economy in 
the domestic household. Much of 
our advertising is also directed at 
the users of coal in large quan- 
tities, as for instance public build- 
ings, etc., but the average engineer 
in a large building has to be ap- 
proached in a different manner. 
Sometimes Mr. Stevens takes a 
hand at the adwriting, though not 
often. 

“All I know about advertising is 
the result of our firm’s career in 
this field and what I have gleaned 
from such advertising journals as 
I occasionally see. The subject 
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possesses great interest for me and 
I never allow an opportunity to go 
by without reading whatever comes 
my way in this line. Advertising 
our goods and the consequent la- 
bor, making up copy, writing, 
planning, etc., is always a source 
of pleasure and relaxation to me. 
I enjoy it. I believe no man can 
do business to-day in a modern 
manner without familiarizing him- 
self- with its advertising aspect. 
My experience has satisfied me of 
the necessity for a merchant to 
keep up with its constant ad- 
vance.” 


—————~+——_——_ 
WHEN .THE OLD SUBSCRIBER 
Q 


’Twas market day, and people came 
From miles and miles around 

To gather at the corners or 
Upon the courthouse ground, 

To sell their truck, to buy new duds, 
To talk of this and that— 

And each browned face its pleasure 

smiled 

Beneath a broad-brimmed hat. 


And at the business office of 
The Weekly Clarion stood 

A long, long line of faithful ones, 
To make their standing good; 

And as each in his turn advanced 
And his subscription filed, 

The editor, beside his desk, : 
Just smiled, and smiled, and smiled. 


For it was good to hear the clink 
Of sang and ‘twas fine , 
To know the Clarion was the guide 
Of all that eager line; 
"Twas cheering to reflect that he 
Had been their monitor, : 
And so he smiled, and smiled, and 
smiled, ; 
And let his fancies soar. 


Came maid, came swain, came old, came 


young, 
Their tribute then to pay—_ . 
And oh! the sun was shining fair 
Upon that happy day, 
Until from out the line there stepped 
hoary-headed one. 
Who straightway gloomed the cheer- 


ul sky 
And blotted out the sun. 


“Look here!” he said, “I tuk this sheet 
Fer nigh on forty year, 

And I ain’t satisfied at all 
Th’ way you're doin’ here! 

By gum, your policies is rank, 
And I come here t’ say 

As how I don’t want this blamed sheet 
Another single day!” 


Then out he stalked, as having done 
His duty as he knew it— 

“By gum,” he said, “I hated tew, 
But I jest had t’ dew it!” 

And to his clerk the editor 
Turned in his deep distress: __ 

e deacon’s stopped his paper, Jim— 

Go down and stop the press!” 


—Baltimore News. 





PRACTICE POLITENESS, 

“How much are those Scotch flannels, 
please?”’ asked a woman in one of the 
large department stores last week. 
_"“This lady will show them to you,” 
airily replied the clerk, indicating with 
an indifferent nod a girl about three 
feet distant. 

“But,” persisted the woman, “I don’t 
want to buy now. I simply want to 
was gs —_ they are.” 

“Oh, different prices and up,” 
the nonchalant ‘alemendlon York 
Times. 

Nothing is more exasperating tha: 
be treated with indifference ee cna 
ciliousness by a fool clerk. The clerk 
may think he is smart, but about all he 
accomplishes is to ruin his own prospects 
in life and his employer’s trade (if per- 
mitted long enough). The personal ele. 
ment is a great factor in one’s business 
career. Politeness is a quality, when 
constantly practiced, certain to bring 
about its reward, not only in approbation 
and friendship from many people, .but 
also in the material advantages of 
wealth and influence. 

Every store has its favorite clerks, 
They bring customers to the store by 
means of certain personal characteristics 
—principal among which are tact, affa- 
bility and politeness. These clerks make 
more and larger sales than fellow em- 
ployees—the latter often wonder why 
they are passed by when the time comes 
to be promoted. 

It costs nothing, beyond the exercise 
of a little patience at times, to be polite, 
It produces results far beyond the 
trifling cost. 

Every clerk should practice politeness, 
The young man or woman who works 
to-day in any capacity finds plenty of 
opportunities to check utterances and 
mannerisms that may be “smart” and 
temporarily self-satisfying, but which 
leave a sting upon the other party’s 
memory. Hew to the straight line of 
politeness! It may be a narrow path 
sometimes, so narrow as to be almost 
impossible, but remember that departure 
reflects more upon the author of it than 
upon anyone else. The employee in a 
retail house soon finds that courtesy is 
an inestimable aid to success. People 
express themselves with great readiness 
and fluency regarding the personal char- 
acteristics of store employees. The em- 
ployer himself soon hears some of this 
talk. If it is favorable the clerk soon 
gets the benefit—if otherwise the clerk 
quickly gets the results. This is espe 
cially true in small towns. The clerk 
who is a true lady or gentleman has no 
Cifficulty in impressing this fact upom 
visitors to the stcre. Personality tells 
the story. A polite, pleasant clerk soon 
has a wide and still widening circle of 
friends to help in business by w 
patronage and influence, while the gruff, 
surly or “smart” clerk is in hot water 
all the time until he is thrown out on 
the bank of forgetfulness.—The Retailer 
and Advertiser. 


) oo 
People who belong to the upper crust 
are not always the best bred. 
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THE DAY OF THE AD SCHOOL. 
MILWAUKEE, WIs., Feb. 23, 1904. 


Editor of Printers’ INK: 

The “schools” and “‘colleges” of ad- 
yertising are now passing through their 
“Valley of the Shadow of Death.” The 
question, Are the days of the ad school 
numbered? is being seriously asked, not 
only by members of the advertising fra- 
ternity, but also by hosts of aspirants 
for honors in the advertising field. 

Adduced as credence that the ad 
school has about run its course are the 
facts that the original promoters of 
“Advertising by Mail” are abandoning 
their own enterprises. One of the 
pioneers of the ad school business has 
recently severed his connection with the 
institution he founded to accept a posi- 
tion as advertising manager for a de- 

ment store at a salary (so rumor 
says) decidedly smaller than that held 
out as an inducement before students 
of his erstwhile college. 

Another advertising school has passed 
out of the hands of its original owners 
into the control of an advertising agency 
noted for its ultra-academic treatment 
of advertising problems. Critics of the 
ad schools have fairly placed the bur- 
den, “Physician, heal thyself,’’ upon 
the shoulders of the ad school men, and 
in all candor it must be admitted that 
the attempted self-healing has not been 
a signal success. 

As a matter of fact the ad schools are 
reaping the results of their own sow- 
ing. They promised more than any 
human agency could perform. They 
have succeeded in attracting bookkeep- 
ers, billposters, mechanics and bellboys 
into taking their courses, but they have 
most certainly not succeeded in trans- 
forming these same persons into capable 
advertising men. They have promised 
to supply business men with trustworthy 
advertising managers, and the business 
men who have listened to their promises 
have for the most part found them- 
selves supplied with immature theorists. 
They have promised lucrative positions 
to their graduates, and the army of 
disappointed diploma-holders is daily 
growing greater. 

The result is that to-day both gradu- 
ates and business houses have griev- 
ances against the ad_ school. The 
former discourage others from taking 
up courses of instruction in advertising; 
the latter make it increasingly difficult 
for any ad school graduate to get a start. 
_ These two conditions unite in making 
it very hard to conduct a correspon- 
dence school of advertising on a paying 

is. 

In justice to these schools it must be 
said that a man or woman with aptitude 
for advertising work may learn much of 
real value from their courses. The ad 
school graduates, however, who have at- 
tained any notable success have, in al- 
most every instance, been persons whose 
education or previous training qualified 
them for an advertising career. It is 
also a fact that the achievements of 
graduates pointed out in prospectuses as 
shining examples of the success that 
comes to those who take a correspon- 
dence course in adwriting are highly 
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idealized. In fact, most of those whose 
names and faces are given publicity from 
Seattle to Key West are actually only 
novices in third-rate positions. 

The fatal error in the ad school’s pres- 
ent position is that it claims ability to 
produce the finished adman, while ac- 
tually able to do no more than set its 
graduate’s foot on the bottom rung of 
the advertising ladder. The law school 
that would offer to take a grocer’s clerk, 
put him through a course, and assure 
him a lucrative practice immediately 
upon graduation would be compelled to 
close its doors by the concerted action 
of bench and bar. Shall the ad school 
that attempts a parallel achievement ex- 
pect to go unrebuked? 

The ad school of the future must de- 
mand certain educational qualifications 
of its matriculates, and must impress on 
them the fact that it can only conduct 
them to the portals of the advertising 
profession. If it is modest enough in 
its claims and thorough enough in its 
work it may prove valuable both to its 
students and to the business world. 

A year’s thoughtful reading of the 
best advertising journals, coupled with 
personal investigation of the questions 
this reading raises is, however, a more 
satisfactory grounding for success in the 
advertising field than any correspon- 
dence course that ever has been, or is 
ever likely to be, offered. 

Yours very truly, C. E. WALTErs. 

186 Twenty-eighth St. 
«tlie eon dh 


—_————— +> 
ADVERTISING is the nails and spikes 
that hold your business structure to- 
gether.—White’s Sayings. 
ee 


THE 
TORONTO 
STAR 


Circulation Climbing 


Average daily last week 30,500 
net paid copies. Saturday 
over 38,000, 


This is a climb never before 
equaled by a Canadian paper. 
THE STAR guarantees its circula- 
tion and its books are open to all, 
No padding—just plain, everyday 
popularity—that’s all. 

The rate now the same, but a 
change pending. 
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RAILROAD TRANSPORTA- 
TION 


DeMoss’ R. R. Ticket AGENCY. 
Kansas City, Mo., Feb. 23, 1904. 
Editor of Printers’ INK: 

For advertising mileage good for the 
year of 1904 and to be delivered within 
the next 30 or 60 days, we will pay 
you as follows: 

Mo. Pac., $20.00 per thousand. 

C., R. I. & P. (no name), $19.00 per 
thousand. 

. & S. F., $20.00 per thousand. 

U. i $18.00 per thousand. 

St. Louis & Frisco, $19.00 per thou- 
sand. 


M., K. & T., $18.00 per thousand. 

C., G. & W., $17.50 per thousand. 

C., B. & Q., $19.00 per thousand. 

Wabash, $19. oo per thousand. 

C., M. & S. P., $18.00 per thousand. 

All tickets or mileage must be signed 
in plain, easy initial signature, and de- 
scription, if any, must be male only. 

Kindly advise us by return mail if 
we may expect any business from you, 
and assuring you of prompt remittance 
for any business done with this office, 
we are, very respectfully yours, 

DeMoss’ R. R. Ticket AGENCY, 
Per M. SLENTON. 

A Printers’ INK reporter took 
the above communication up to 
the Grand Central Station and laid 
it before Uncle George Daniels, 
who rubbed his knees thoughtfully 
and said: 

“Yes, yes. Some of the rail- 
toads pay for their advertising in 
transportation, either wholly or 
partly, and this transportation is 
credited to the newspaper or maga- 
zine publisher as fast as earned in 
advertising. A few railroads issue 
advertising transportation good 
for anybody, and this is a very 
welcome commodity for the ticket 
scalpers. In the greater number 
of cases, however, advertising 
transportation is issued with the 
restriction that it shall be used 
only by the publisher or his prin- 
cipal employees. Tickets good for 
such persons are issued by the rail- 
road on request from the publisher, 
made out in the name of the per- 
sons who are to use them, and are 
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non-transferable. We have reason 
to believe that the majority of pub- 


lishers use this transportation 
honestly. Once in a while a pub- 
lisher disposes of advertising 


transportation to the scalpers, but 
if found out his advertising con- 
tract is immediately canceled. The 
safeguards thrown around trans- 
portation of all kinds now make 
this difficult, and the publication 
managed by a man with so little 
principle isn’t a desirable adver- 
tising medium for a railroad, as a 
rule.” 

The publisher of a prominent 
monthly magazine said that jt was 
the custom of representative maga- 
zines to accept only such railroad 
advertising on the transportation 
basis as could be used in the trans- 
action of its business. Solicitors 
and members of the editorial staff 
use considerable transportation 
every year. Many roads pay half 
cash and half-transportaiion to the 
most desirable mediums. The rail- 
road that will not pay some cash 
has difficulty in getting a good 
list of mediums unless it is one 
of the great trunk systen.-. Pub- 
lishers regularly refuse railroad 
advertising on the transportation 
basis. Publishers regularly receive 
offers from ticket brokers in many 
parts of the country, and the op- 
portunities to sell transportation 
at good prices are many and prob- 
ably tempting to the man with a 
struggling periodical. Railroad 
tickets may be freely bought and 
sold in thirty States of the Union. 
In ten it is a misdemeanor to traffic 
in them, and in the remaining 
States it is a felony. 





“Larry, I am told you have retired 
from business.” 

“No, sorr. I niver did. Another 
felly opened a sthore acrass th’ way 
fr’m mine, sorr, an’ th’ business retired 
fr’m me, b’Jarge!”—Ex. 








WE 


employment. 





desire to get in communication with a few of the 
finest and most artistic job and catalogue com- 
positors in the United States with a view to permanent 
Must be “ Typographical Architects” with 
the best of references as to character and ability. 

THE BARTA PRESS, 28 Oliver St., Boston, Mass 
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(A Roll of Honor ) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted_from publishers who, accord- 
ing to the 1905 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 
have supplied a similar statement for the 1904 issue of the Directory, now undergoing’ re- 
vision i to Se — in April next. Such circulation figures as are mentioned last are 

haracterized by a 
: These are generally popneted the pantehen who believe that an advertiser has a right 

know what he pays his hard cash f 

The black figures denote the overage issue for the year indicated. The light-faced 
number in brackets denotes the page in od American Newspaper Directory which con- 
tains the details of the publication’s charac 

Advertisements under this caption will pent be accepted from publications to which the 
American Newspaper Directory accords = sign (© ©), the so-called gold marks, denoting 
superior excellence in quality of circulation. {2 Announcements under this classifica- 
tion, if entitled as above. cost 20 cents per line under a YEARLY contract, $20.80 for a full 

ear, 10 per cent discount if paid wholly in advance. Weekly, monthly or quarterly correc- 





Yons to date ey Pete increase of circulation can be made, Sa the publisher sends 


astatement in detai 


properly signed and dated, covering t 


additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 
nniston, Evening Star. Daily ave wage, for 
ont 1,159. ge "03, 2 eee ) guara 
Iast six m vi, daily 1. as Seerenteed. 
Largest RK in Y ee 
ton Mistrit. V Weekly edi edition: The Republ 


Birmingham, Birmi ham News. poe av. 
F neal ne 488 (:k); last 6 months 1903, 18,052; 
guaran 





son Ledger, dy. Averagre for 1902, 
18,980 (34). Av. Sor Aug., 190 Aug., 1903, 17,586, guar’t'd. 


Montgomery, Advertiser. aGvestiner Go. Av- 


reulat daily 11,- 
GF ENOO), wi, 18,884CK), Sy. 15,084 (4). 
ARIZONA. 


Bisbee, Review, daily. W. hh Kelley, pub. 
In 1902 no issue less than 1,250 (46). In'/903 no 
issuelessthan 1,750. 


Choosiz, Republican. Dat Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 


ARKANSAS. 
Fort Smith, Times. daily. In 1902 no issue less 
than 1.000 63). Act ‘average Sor August, 
September, October, 1903, 8,109. 


Little Roek, Arkansas Methodist. Geo. Thorn- 
h,pub. Actual average 1903, 10,000 (2). 
Little Rock, Gazette, daily and Sunday. Ar 
kansas’ Leading Newspaper. Lstablished 1819 
Aver, 1903, Daily 7,904 (3), that 9, 840(% ). 








The only Arkansas = t permitted the 
A. A to Smith & 
EE, Special _ Ak ‘New York & Chicago. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aven 
for 192, 4.644 (67). E. Katz, Special Agent, N. Y. 
Oakland, Signs of the Times. Actual weekly 
average for 1903, 82,842 (2k). 


Oakland, Tribune, daily, Average for 1902, 
9,952 (75). Tribune ‘Publishing Company. 


Rediands, Facts, dail Daily average for 
1903, 1,456 (2k). No week Ky. . 

San Diego, San Diegan Sun. Daily average 
for 1902, 2,722 (80). W.H. Porterfield, pub. 


San Francisco, Argonaut, wee ea 
for 1902, 15,165 (81). EZ. Katz, ‘pester Agent N 


San Franciaco, Bulletin. R, A.Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 


San Franciseo, can. d’y and sy. J.D. Spreck- 
eis. Aver. for 1902, d a 60,885, S’y 71,584 (80). 
Av. 1903, daily 61,0 O84 (#); S’day 82,015 (3k) 


San Jose, Evening Herald, daily. The Herald 
Co, Average for year end. Aug., 1902, 8,597 (86). 





San Jose, Morning Me Mercu: 
Publishing Go. Average for Heat Skee (86). ” 

San Jose, Pacific Tree and Vine,mo. W.G 
Bohannan. Actual average, 1908, 6,185 (2). 


CONNECTICUT. 
Floxefend, Times, daily. frerege 1903, 
16,509 (>). Perry Lukens, Lukens, Jr., ne Ken. 
Meriden, Morning | Recor Record ne Republican 
Republ’n Pub. Co y. av. for 1902, T.B8? (112) (11). 
New Haven, Evening Register. daily. Actual 
av. for 1903, 18,571 (E); Sunday, 11,292 (sk). 
New Haven, Palladium, dail: At ‘or 
1903, 7,625 (sk). E. Katz, & ‘epecial Ag ent. WY. 
New Haven, Union. Av. for 1903, 16,908 (#) 
S’y 8,260 (:k). E. Katz, Katz, Special Agent N.Y 
New London, Day, ev’g. ev’g. Av. 1903, 5,618 (sk) 
(115). Average gain in past year, 415. 
Nerwich, Bulletin, ay. Bulletin 
lishers. Average for 4,659 (115). oo 
average for 1903, 4,988 | (ae). 
Waterbury, Republican. Dail werage 1903, 
5,846 (3k) La Coste & Maxwell. Spec. Agts, N. Y. 


COLORADO. 

Denver, Post, daily. Post fringing and Pub- 
lishing Co. At aay ty 1903, 88,7 xo8 . Aver- 
age for January, 1904, 45,2 269. 9,259. 
2 The absolute correctness —* the latest 

circulation rating accorded 

the Denver Post is guaran- 

UA teed by the publishers of the 
aatiay American Newspaper Direct- 
TEED ory, who will pay one hun- 
dred dollars to the first per- 

son who successfully contro- 

verts its accuracy. 


ty 
Wilmington, Every Even Average 
oo minenintion Yo 1903, 10.484 (). eal 
Wilmington, Morning News, daily. er Pub- 
lishing Co., pubrs. Av. for 1903, 9,988 (2). 


DISTRICT OF pg dagen 
Washington |v. Star, dail v. Star Ni 
paper Co. Average for's903, "34,058 () oe. 


National Tribune, weekly. Average for 1902, 
104,599 Ss. First six mos. 1903, ey 
Smith & Thompson, Rep., N. Y.¢ Chicago. 


FLORIDA. 
Jacksonville, Metropolis, o-. Aver. 1903, 
8,898 (3). Ave. st 6 months, 1903 8,229, 
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Pensacole, Journal, mornings, ex. Mon. Av. 
1902, 2,441. ‘AV. 1903, 2,929 (sk); Dec. 1903, 8,190. 
T Morning Tribune, dail. Tri- 
bune Pub: Co, Average for 1M b,60t 608 UL (182). 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, $7,828. Semi- 
wy, $4,105 (135). Present average, 89,884. 
Atlanta, News. Actual daily average, 1903, 
20.104 (x). Av. December 1903, 28,720. 
Atlanta, Southern - Cultivator, iculture, 
semi-mo. Actual average for 1903, 80,125 (+). 


Lafayette, Walker Co. Me: Messenger. weekly. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640 (%). 


IDAHO. 
Bol: peat Bowe, ¢ and wy, Capital News 
Hy ery oe Aver. pe, ay ‘wrei (Hh), wy 
8. oat af ‘abi). 


ILLINOIS. 
ro, Citizen, Sy Actual average, 1903 
). Daily, average 1903, 818 (3%); Jan 
v. 1,006; ‘weekly, 1, 125. 


mooign. | News. In 1902 no issue less than 
1, {oo "daily an 400 weekly (163). In Novem- 
ber, 1903, NO any less than 2,400. 


Chisago, Ad Sense, monthly. The Ad Sense 
Co., pubs. Actual average fo for 1902, 6,088 (176). 





Cal 
1,11 rie 
1904, Moe 


Chicago. American Bee Journ u, 
Actual average for 192, 7,485 (167). 

Dalene, Bakers’ Helper, monthly. 4H. R. 
Clissold. Average for 1905, 4,175 ()(@@)." 


Chicago, Breeders’ Gazette, stock farm,week- 
ly. Sanders Pub, Co. Average for 1902, on" 


weekly. 





(167). Actual al a 67,880 (2) 
mn . Dental » mo. PD. H. Crouse, 
mel mw 0 By 1003. 7,000 (>). 
poe . Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. for 1903, 4,854 (sk) (OO). 
Chie Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mos. /903, “1% e 
Obien, Irrigation Age, monthly, D. H. An 
derso verage for 1902. 14,166 (igh). ‘Average 


"a woatie 1903, 22,10 


‘oice-Review, mo. An ae 166. for 1902, 
For six months 1903, 26,16 


260i {isa 
Chieago, Monumental News, mo. R. J. Haight . 
pub. Av. for year end. July, 1902, 2,966 (182). 
Be Musical Leader & Concert-Goer, 
ver. year r ending January 4, 18,548 (*). 
ttn . National H Harness Review, mo. Av. 
for 1902, 291 (183). First 8 mos. 1903, 6,250. 
Chieago, National Laundry Journal, semi- 
monthly. 4ctual average for 1903, 4.968 pata 
Park and Cemetery and Landsca 
mo. Av. for year ending _ 1902, aii russ: 


Record-Herald. 1908, 
agily 184,218 (4). Sunday Sunday 1908 ate G F i). 


Chicago, The Operative Mi Mier, monthly. Act- 
ual gre for 192, 5,666 (1 


hicago, Tribune, daily. die Co. In 1902, 
yA (OO)(166). 
East St. Louis, Yat caters, mo. Poultry 
Culture Pub. Co. Average | 6 B75 (192). Av- 
erage first six seule 1903, Hr ett 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 1902, 9,750 (194). 

Kewanee, Star-Courier Average for 1902. 
daily 2.410. woekiy 3 522 (W3). Average guar- 
anteed circulation laily for 2 August, 1903, 8,006. 
Peorta, Siar, evenings anc ana Sunda: % morning. 
ea sworn average 1902, 28,742 (219). 
— ter Gazette. Dy. av. for 1902 

2 (223). Shannon, 150 Nassau, 





oeete. ae. % 











Rockford, Republic, daily. Actual 
INDIANA. 
Evansy poy Comnvers ae and 8. Courier : 
G18. Smith & Phompeon, Sp. Sp. Repen-Y. & Ohlone 
Evanaville, Journal-News ews, Av. ig ma 
Goshen. Cooking —_ monthly. Ave: fo 
1902, 25.501 (247). A persistent Average as 
housewives keep every 
Indinnapelie, Nowe, &. Hilton U. Bro’ 
mgr. Aver. net sales in 1903, 69,885 oe 
verage 1903, 4,008 (2) ; i 1904, 4,479, 
“oe rion, Leader, daily. B. Westlake, pub, 
sa ber, 1903, | 5,675. 
— e, Star, d’y and S’y. Star Pub. Co. Aver. 
Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average tor 1902, 25,976 (262). 
ng Co. Average for 1902, for 1902, 1,320 (264). 
Richmond, Evening ing Item. Sworn dy. av. for 


Sor 1903, 6,540 (4%). La Coste & Maxwell, N, 
pub. Act av, 02,11,2 ). aoory av 
11,910, S’y 11,508 (244). E. Katz, Sp. Agt. Ne 
issue for daily reference. 

PR nnag Morning Journal, daily. Actual 
pons ave for f sre (257). For 1908, 
for 0s, dy 28,380), Sy 19,250 Gh). 

Prineeton, Clarion-News, daily. Clarion Pub- 
1903, 8,552 (2). Same for Dec., 1903, 8, 42, 


South Bend, Tribune. Sworn dail 
1903, 8,718 (4). Sworn av. for Dec., 6,159." 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
Average for 1903, dy.,1 — wy., 3,872), 


10 

Arlington, News. A, 4 hom 
F. Lake, pub. Average for 1 

Burlington, Gazette, dy. dy. Thos. Stivers, pub. 
Average for 1903, 5,864 (38), Jan., 1904, 6,080. 

Davenport, Tim _ av. 1903, 8,055 ( 
8.-wy. 1,660 O (6). Dy. = +» 1904, 8,880. “a 
guar. more than double uble of any Davenport da 

Des Moines, Ca ital, daily. daily. Lafayette a: 
publisher. Sotual a werage Jor 1903 81,898 { 
(293). Aeris for Sanna. 1904, 84, em 18. 

Des Moines, Cosmopolitan Osteopath, munth- 
ly. Still College. Average f 43 1902, oO, ‘666 (294), 

Des Motnes, News, daily. daily. Aver. 1902, $7,118 
(293), First 9 mos. 1903, aver., sworn, 1,871 net. 

Des Moines, Spirit of the West. wy. Horses 


soma eekly. Ww. 
1,460 (282) 


and live stock. Average for 1902, 6.09% (29%). 
Des Moines, Wallace’s Farmer, wy. Est. 1879 
Actual average January, 1903, 80,606 (294). 





Mueceatine. Journal, dy. av. 1903, £849 #). 
coy. 2,708 (). Dy. av. Ja: av. Jan., 190k, 4,8 


Ottumwa, Courier. Daily Daily av. 1903, 4,512 (%); 
semi-weekly, 7,886 (sk). 

Sheldon, Sun, d’y and w’iy. H. A. Carso 
Average for 1902, d’y 486, w’ly 2,544 (323). 


Shenandoah, y anny wt-wetiy. ae 
Publisaing Co. Average for for 1902, 8,681 (323). 
‘ Sogz i sje, Be Dy. on for . for 1903 (gworn) 

) av. for Dec. 

always ‘ More readers in pg eld than of 
allo daily papers combin« combined. 

Waterloo, Courier. Daily av. 1903,2,967 (+). 
Last 6 mos. 190%,8,057. S-w’y, 1,942. 

KANSAS. 
tee: Globe, daily. E. W. (334). 


pees 200 daily wists fon for 1908, 
g pd y adcertieing Of bill. 
Girard, Fon > Reason, weekly. J. A. Way- 
land. Average for 1902. 195.809 (343). 


Hutchinson. News, d’y and w Ww’ 
1902, no issue less than 1,920 $20 wih, Vite wk A 





ee 


— 
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ie ka, Western School Journal. educational 
ly. Average for 1903, 8,125 (). 


"inti, B gy ad Ww th, NY Obloago. 
KENTUCKY. 

Nt ta em ty Arey By es J. 

Har rebate nuns ‘ance mocks ine _ 

wy. Lexington, ane S:098 (i). ye ft ind 2 


favill Evening Post, Post, @ Kveni Post 
Pgs ‘Actual average f for To0e, 26.895 (374). 





Padueah, Sun. daily. Aver Average, 1903, 2,181(%); 
for 


December, 1903, 2,258. 


LOUISIANA. 
Now Ortouse, rave, for daily. R. M. Desicine. 


lan., 1904, 19, 
Pilelat Jo Karval city New Orleans. 


Orl Louisiana Planter and Sugar 
ogy "In 1902 NO issue less than 8,000 (387). 
Orleans, ‘ihe jhe Southern Buck, official 
a. of Elkdom in La. and Miss. Av. 02, 2,866. 
MAINE. | 
ata, Comfort, mo. \V Gannett, pub. 
Actual average for 1902. 1 02. 1,974, 266 (01). 
ta, Kennebec bec Journal, d’y and w’y. 
area dt, 1908, by 8 (+), weekly 2,120 (%). 
ngor, Commercial. 
gels (7) pee sm ‘29,006 19,006 (3). 
Dover, Piscataquis is Observer. Actual weekly 
average 1903, ey 
Lewiston, Evening dai iette ver. for 
1903, 6,814 (%) (0). wy 15 or 15,482 (2) } ©). 
Rp pian Mine \ Woods and Woodsman,weekly. 
J. W. Brackett. Average for 1903, 8,041 (2). 
Portland, Evening Express Average ie 
daily 11,740(>), Sunday Telegram 8,090 (x). 
MARYLAND. 


care | Hatched * Evening News sf 
i} 0. erage 41,588 (402), 
eae. 1904, At. 
MASSACHUSETTS. 


Boston, Evening Transcript rank as) Fv by 's 
tea table paper. Largest amou amoun 
Boston, Globe, aver: 
Daily, 196,579; Sun eS . etre 296 (412-413). 
verage 554, Sy. Thien 


Advertisemen n morning | afternoon 
editions for one price, 

Boston, New En ngland Ms Ine, monthly. 
Ameriva Co., pubs. , 21.580 20). 

Boston, Pilot, every chia, Roman Catho- 
lic. Jas. Jeffrey —— editor. (O©) 

Boston, Post, dy. pe 1902, 174.178 
(is). Av. for Dec., 7008 ‘ae. 95. 919," . 188,- 

15. Largest p.m. or a.m. sale in New ngland. 

Boaton, Traveler. Est. 1824. Actual daily av. 
1902, 78.852. In 1903, ze. 666 (3k). October, 

, December, 1903, 78.588. 
Largest evening circulation in New England, 
Reps. : Thompson, N.Y. and Chicago. 


East Northfield, Record of Christian Work, 
mo. Av. for yr. end’g Dec. 31, 1903, 20.250 (3k). 


At Ga). Pirat seven mon Times. Average for 1902, 








reial. Average for 1903, daily | (*)- 


Springfield, Good Housekeeping, mo. Avg. 
for 190% Nas eae (436). For year end. — 
1903,185,992. All advertisements guaranteed. 


Springfield, Republican Aver. 192, 

15,4061 CMTE Re 18.088 (OO). wy. Litt. 

PR ney Evening Post, Post, erry Worcester 
‘ost Co. en 1908, 11,711 (oh). 





ge ora mL Opinion, Publique, on 4 
Jan., 5180 Usk). Only La a are in U. on on 
Roll of Honor. R.A. Craig, N. Y. and Chicago. 


° MICHIGAN. 

n. Telegram, dy. W.Grandon. Av. for 

wi 186 (i “average for 1903, 3,912 (%). 
roit, Free Press. Ave Average for 1902, daily 

an soe, Sunday 51,260 (450). 

Detroit, Times, daily. Detroit Times Co. Av- 

erage for 1902, 27.657 (450), 


Grand Rapids, Evening dy. Average 
1903, 87,499 (%). 40,0 06 pac de daily Sor 1904, 

Jackson, Cttinen, daily. James O’Donnell, 
pub. average for 1902, 8,887 (461). Av: 
erage ie Jirst six months 1903, 4,828, 


Jaekson, Press and Patriot. Actual da 
average for 1903, &,649 (sk). Av. “Jan. "04, 6, Td 


Ralesapes, Srening Telegraph. Last six 
months 1903, dy. 8,886, s.-w. 8, mn Daily aver. 
Decem' 1903, 9, 069. Guarantees largest and 
siden cirewlation in the city aa surrounding 


diame: Gazette: a, 1908, daily, et 
ther dell deer published the cii ™” 
imo to Jan. y, pate ss >» °. 
wrth Evening News, di News, dail Average f 
1902 8 (473). January, 1904. ¢ daily 18.169. 


egg tary sa ntpeery 
Minneonel. Farm, Stock Home, 


mi- 
monthly. Actual average Lg taba () “a8. 
Actual average January, 1904, °?' cays 


I ig og gyri Tribune penne a-week. 

Murphy, pub. _Aver. for 1903, 68,686 (>). 
Minneapetie Journal, dai daily. Journa! Print- 
ng C 


“The Great Daily 
of the Great Northwest.” 
GREAT RECORD FOR JANUARY. 


THE MINNEAPOLIS JOURNAL has again demon- 
strated ‘ht to its title of of “The Grea” Daily of 
the Great Northwest,” having carried in 26 issues 
in January 1,311 columns of PAID advertising, 
while its nearest co! tor columns, 


“7 peer egy SO pet cont less 
ing objectionable notion ~ ag vk 
on ° hich THE JOURNAL would not carry, f 
the amount of its nearest com) —y ta | JOUR- 
carried as much erty ag 26 issues 
daily and five 


NAL 
as its competitor carried in 
big Sunday issues. 
ae TO CIRCULATION, 
Durigg, Jax THE JOURNAL'S ci 
showed the erat bg daily average gps 
61,463 Copies, 
—— direct! to the homes, 
> boul eden i rtising medium in the pf 
“The icnouncde Journal 


ACCEPTS NO OBJECTIONABLE MEDICAL AD- 
VERTISING, AND IS THE ONLY CLEAN, HIGH- 
G WO-CENT PA 





RADE, T KE, T PER IN MINNEAPOLIS. 
M. LEE STAR r General Advertising, 
Tribune Bulldog, New York, s 

te ne Building Chicago. 


Minnea ie iculturist, s.-mo. oe, 
03, 78,16 ie oo 5,000 guar’d. Sée, agate li: 
ne amet Miller, week eekly. Miller moet 





6,247 (427). rst seven months 1903, 6,629. 
Lawren Telegram, dai Tek Pub- 
ishing © 0. Average for 160, ram, daily, 6,701 ¢ 

Salem, Little Folks, mo. dune. ® gE. 
Cassino.” Average for 1902, 73,850 (434), 


ing Co, Average for Too, 4,200 (QO) (497). 
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Svenska Amerikanska 


Minneapol Posten 
J. Turn » pub. 7903, cnt (). 


Swan 


hold 





Mi lis. The Hi 
monthly. "Actual average 1903, ses.ecock, 


a -% olis pxtbone. W. J. Murphy, pub. 
R67. O lest Minn lis daily. Aver- 

oo for 1908. aan 66, 72 (496); Sunda 
56,850. For 1903, daily average, 72 93: 883; 
61,074. Daily average, last 
1903, was %T,129; Sunday, 
ily average for January, 1904, 


The on ng er a ha listed 
in ——_ 8 Americar uper 
publishes its cir- 
over a _ considerable 
period down to date in ROLL oF 

ONOR, or elsewhere. The Trib- 
is the reeognized Want 

Ad Medium of Minneapolis. 

Owatonna, Chronicle, Semi-w’y. Av. for 
1903, Sree ). 8 leading pap 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with 
Farmer im Westen, wy. Av. for pee ee 
Paul, Dispatch, dy. Aver. 1902, 49,052 
ST. PAUL'S LEAD- 





(505). Present aver. 58,181. 
Dd vo NEWSPAPER. 

St. Paul, Globe, daily. Globe Co., wor 
Actual average for 1902, 22,825 ( First 9 


mos, 1903, $1,529. 

St. Paul, News, dy. Aver. 1902, 80.619 (505) 
First 9 mos. 1903, sworn average 84,081 net. 

&t. Paul, Pioneer-Press. pate average for 
1902 $4,151, Sunday 80,986 (506 


ae. Paul, The , Pecmer, agri.,s.-mo. Est. 1882. 
. 5c, Prof. Th . Shaw, e “Act. av. year end. 
Feb. 77,861 (%&). Act. present av. 85,000, 


Winona, Republican and Herald, daily. Aver- 

age 1902, 8,2@2 (512); 1903, 4,044 (3k). 
Westlicher Herold. Av. 1903, 22,519(:); — 

SFoat wee 28,111 (+); Volksbl. des Westens, 


MISSISSIPPI. 
Viekaburg, American, daily. In1902, no cm 
less than 1, 50 (522). In 1903, 1,900 copies 
MISSOURI. 


oplin daily. Average ag 1903, 
16.510 tae) oD” E. Katz, Special Agent, N. Y. 
Kanaas City, Journal, d'y d’y and w’y. Average 
for 1902, daily 56,876, week ly 161,109 — 
9 a ta Aaee | ekly Implement Trade J’rn 
Av. Aug., 02. 187 Av. 5 mos. 03, 9895, 
Kansas City, World, orld, daily. Aver, 1902, 62.- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexico, American Farm and Orchard, agric. 
and hortic.,mo. Actual average for 1902, 4,888 
(549). Actual aver. May, June, July, 1903, 15,667. 


St. Joneph. Medical Herald, Dy ta an Medical 
moe Co. Average for 1902, 7,475 ( 

St, News and Press. at OSs. for 
1903, ee 8 (%) Last 3 mos. 1903, $ 

St. Joseph, 300 8. 7th St,. Sr un Fruit Grow- 
er, m’ly. Aver for 1902, 28.287 (557). Rate 15c. 
per line. Circulation 0-000" copies guarant’d. 

S&t. owe — Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1908, 87, 950. 


National oy one Stock Grower, mo. Av. {2 


mos. end. Dec., 106.625. 1902, 68,588 (563). 
t. Lous, ee Actual daily average for 
108, 64,878 ( . A 


St. Louis, The Woman's M 
— aoe "908,888," Actual Pub. 
‘or average 

for first 9 9 mos, in 1903, 1, Agua Commencts 
Ow pee ia ne, every ‘issue guaranteed exceed 


to 
Hon mm ofany ee the world “a - 


ne. monthly. 
tay = he ver- 





MONTANA. 
Anaconda, Standa Daily avera 
10: BOD GD. MONTANA'S BEAT NEWeba Poe 





Butte. inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for 1902, oa (573), 


Helena, Record, evening. Record Publishing 
Co. Average for 102, 7,974 (574). Average Jan- 
uary ist to May 3/st, 1903, 10,209. 


NEBRASKA. 
Lincoln, Daily Star. Actual average for 1093, 
11,165 (:), January, 1904, 18,225. 


Lincoln, Deutsch-Amerikan Farmer, weekly 
(590). Actual average for 1903, 158,525(). 


Lincoln, Freie Presse, weekly (59). Actual 
average for 1903, 159, 400(% ). 


Lineoln, Nebraska Teacher, aw Towne 
& Crabtree, pub. Average for 1902, 5,100. 


Lincoln, Western Liedical Review, mo. Av. yr, 
endg. May, 1903, 1,800. In 1902, 1,660 (591), 


maha, Den Danske Pioneer. wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28,47 (69). 

Omaha, News, daily. Aver. for 1902, 82,777 
(594). First 9 mos, 1903, sworn aver. 40,055, 


NEW HAMPSHIRE. 
Franklin Falls, Journal-Transcript. weekly, 
Towne & Robie. In 1902, no issue less than 8,400, 


Manchester. News, daily. A Herb. N. Davison. 





Average ~-4 1902, 7,500 
Leith f Stuart, N.Y. Rep. 150 Nassau St. 
NEW J ere 


Asbury Park, Press, J. L. Kinmonth, pub. 
Actual average 1903, t98 92 (sk). In 1902, 8,556, 


Camden, a Courier. Est. 1876. Net aver- 
age circulatio: or year end. r end. Oct., 03, 6,885 (s) 


Camden, Post Telagsaaa Actual daily aver 
age, 1903, &,%798 (2), sworn. Jan., 1904, 5.88 


Elizabeth, Evening Times. Sworn aver. 1902, 
3,885 (616). 6 mos, 1903, 4,288. 


Elmer. Times, weekly. 8. P. Foster. 
for 1908, "2, 111 (3). 


Hoboken, Observer, daily. Aateal average 
1902, 18,097 (619); Sept., 1903, 22,75 


ersey City, Evening Journal, dy. Av. for 1903 
19,018 (3%). Last 3 months 1903, 20,659. 


Newark, Evening News. Evening News Pub. 
Co. Av. for 1903, d'y 58.896 (2). Sy 16,291 (x). 


Newmarket, Advertiser:’ Guide, mo. r+ 
Day, publisher. Average for for 1902, 5,041 (623). 


ant Bank, Regi-ter, week weekly. "st. 1878. John 
H. Cook. werage 1903, 2,961 (2). 


NEW YORK. 
Albany, Journal, evening. Journal Co. Arer- 
age for 1903, 16,627 (3%) ;December, ’03, 17,056. 


Albany, Times-Union, every evening. Establ. 
1856. Average for 1902, 25.294 (635), 


Binghamton. Evening Herald, daily. Evening 
Herald Co. Average for 1903, 11,515 (2). 


Buffalo. pinned morning 5 Enquirer, even- 
ing. Con verage for 1902, morn- 
e 48.818, evening 80.401 (641). 


uffalo. Evening N News. Dy. av. 1902, 74.254 
(ois Smith & Thompson, Rep., N. Y. & Chicago. 


PE Recorder. weekly. Harry Hall, edi- 

tor. 1903 av., 8, 408 (2k). Ad. last 3 mo’'s, 8,484. 

Cortland, Democrat, weekly. F. C. Parsons. 
Actual average for 1902; 2,228 (647). 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guarau teed Saaeart "t or personal investigation. 
(Leith & rt, N. Y. Rep., 150 Nassau St. 





Average 
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N daily. Ithaca Publishing Co. 
p ny Rye Av. for Jan., va 


Or 1903, 4,88: ). 
4%5 456. Iieith & Stuart, N.Y. Py. kep., 150 Nassau 8 


oy, Gazette. Est. 1826. Av. °03, 2,254 (:) 
Pe aby ng ny Genesee, Orleans & Niagara Cos. 


snares j eben yn News, Mee Av. for — 4,008 (%). 


vestigation. 

a. ween city. 
American Engineer, my. an Arsdale, 
mab a 1902, 8,816 (681). At (681). Av. for ‘03, cet 


rican et 
also ‘Turopean ed. ) Av.1 18.561 (OO) il (610). 


Amerikanische Schweizer Zeitung, w’y. Swiss 
pannGo_ 62 Trinity pl. Av. for 1902, 15,000 (671). 


Army & Navy Journal. Est. 1863. Weekly aver. 
Sor 1903, 9.026 (>). W.C. & F. P. Church, Pubs, 
utomobile Magazine, monthly. Automobile 
: Sremes tie 1902” 8,750 ). 
Baker’s Review, # monthly. W. R. Gre; He fe Coe . 
yey Actual average for 1903, 4, (* 
verage for last three month 1903, 4,700. 
= cette Magazine, fami family monthly. Ben- 
ziger Bros. Average for 1902 for 1902, 8.479 (686). 
Caterer. ponthiy. . Caterer Pub. Co. (Hotels, 
Clubs, and class Rest.). Avernge for year 
ending with gust, 1908, By 1902, 5,888 (687). 

Cheerful Moments, month. monthly. Geo. W. Willis 
Publishing Co. Average for for 902, 208,888 (687). 
Ghoger. weekly (Theatrical), Frank Quee 
Pub. Co., Ltd. Aver. for 1902, 26,844 (© O673). 


Deligeatr sapien mo. ory k Pub. Co., 
Ltd. Est. 1872. 1902, 721,909 (688). Act. ar. 
cire’n for 6 WF ending June, 1903, 876,987. 
Dry Goods, pone. Max J rary rub- 

lisher. Actual average for 1903, 4,86 6 (*). 
El Comercio, mo. Spanish export. J. She 
ard Clark Co, Average for 1902, 5,875 (689). - 
Electrical Review. weekly. Electrical Review 
Pub. Co. Average for ‘or 1902, 6, 212 (OO) (674). 


Elite Styles, wy a hey uy, Purely fashion. Actual 
average for 1903, 62 


Engineering and ieee Journal, weekly. 
Est. 1866. Average 1902, 10, 102, 10,009, (0) (674). 


Forward, daily. Forward Association, Aver- 
902, — 


Stuteh cola 





age for 1 81,709 


1881. Actual average 
vit and Post 0 
y to advertisers. 


Haberdasher, mo., 

1903, 7,166 (2k.) Binders? 

receipts distributed mont. 
Hardware, semi-monthly. Average for 1902, 

8,802 (683); average for 1903, Sor 1903, 9,581 


Hardware Dealers’ Magaz Magasine, cutie. 
1993 no issue less than 17,000 (3). (©). 

Junior Toilettes, fashion m< monthl fF Max Ji r- 
huber, pub. Actual average 1903, 86,540 (2). 


Leslie’s Monthly Mugazine, New York. Average 
gireulatic ion for the past 12 months (1903), 218. 


In 





4 (2h). nt average circulation 288,278. 
a7 Telegraph, daily. Dail sacare h 
Co., pubs. . Average for 198, or 1902, Bs, 228 (668) ' 


Music Trade Review, soente seed and art week- 
ly. Aver. for 1902, 5,452 (6 


New Idea Woman’s a fashions, m’ly. 
New Posy ibe a my Co. Kstablished 1895. Act- 


‘or six months ending Dec., 

1903, “129,500 
New Snune M —_ moved to New York 
City. Average en s sanuary, 1908, 29,289 
(183). Average endi: = mber, 1903, 104,977, 
sworn, The only nebton Sor New Though t people. 


Pharmaceutical Era, weekly, pharmac: 
Haynes & Co., pubs., 8 Spruce stress. 6 


Pocket List of Railroad Ofteials, 
& Transp. Av. 02, 17,696 (702) ; 


D.O. 
(@©) (679). 


a Railr’ds 
af) , 17,992, 








Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1903, 4, 4,914 (%). 


Printers’ _ weekly. A yc ae journal for advertis- 
ers, $5.00 pe Rowell. Est. 1888. 
Avera weir: 108. oti 1.001 nF (3). First seven weeks 
1904, actual average 12.092. 12.0: 


be = ge} Gazette, railroa railroad and enginee 
weekly. 83 Fulton street. street. Est. 1856. (© ©) (680). 


The Central Station, on, monthly. H. C. Cushing, 
Jr. Av. for year ending May May, 1902, 8,488 (687). 

The Designer, fashions, n mene. Standard 
Fashion Co. Established 1894. ual av. circu 
tion gor six months ending eae. 1903, 


The Iron Age, weekly, established 1855 (© ©) 
(676). For more than a generation the lead- 
ing lication in the hardware, iron, machinery 
aud metal trades. 

Printers’ Ink awarded a sterlin silver Sugar 
Bowl to the Iron Age, Fpctne arly ‘as follows a 
20 1901, 


rded Nove 
“by Printers’ Ink, the Little 
“ Schoolmaster in the Art of 
Pe pleorsinng to The Iron Age, 


ring 





a 
“ ing been the one trade paper in the 
- Oniked ates of America that, taken ail in all 
rH. pnp * ol ae the best _— and best 
= tion a a pion ky class.” 


The Ladies’ World, mo., household. 
net paid circulation, 1903, 1, 1903, 480, 1 55 (k). 


The New York Times, daily daily. Adotph 8. Ochs, 
publisher, 1902 A (@@) (669). 
The World. Actual aver. for 1903, 
607 (x), E’v’g, 857,102 (5). S’y, ‘88680 i. 
Toilettes, fashion, “monthly. Max Jagerhuber, 
publisher. Actual average fc Sor 1903, 61,800 (s). 
Wilshire’s Magazine. ine. Gaylord Wilshire, ed., 
123 EK. 23d St. Act. av. ending Sept., ae Ry od 
(1088). Actual av. first eight mos.. 1903. 1 0, 625. 
Rochester. Case and Comment, mo. Law. Av. 
for 1902, $0,000 (715) ; 4 year 4 years’ average, 80,186, 


Average 


Seheneetady, Gazette, daily. A. N. Liecty. 
Average for 1902, 9,097 (718). Actual average 
Sor 1903, 11,628 (%). 


Herald, daily. Herald Co., 


Syracure, Evenin 
or | pub. Aver, 1903, dy." ‘88,107(%) S’y 88,496 (>). 


Utiea, National ‘Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 


Utiea, Press, daily. Otto A. Meyer. publisher. 
Average for 1902, 18,618 (723). 


Warsaw. Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,468 (724). 


Wellaville. Raper Only dy. and s.-wy. in 
Co. .Av. 1903, dy. 1.184(2); Lame 2,958 (2k). 


Whitehall. Chronicle, Ys a Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA. 
Ry Observer. oom Carolina’s fore- 
ret n ct. ar. 1908, &,582 (3). 
By 6.791 Ch 3 semitaw'y, 8800 (3 *). 


Raleigh, ag 
se BATS ch ical Recorder, weekly. Average 


yonTE DAKOTA. 
Grand Forka, Normanden, weekly Norman- 
den Pub. Co, Average for 1903, 5,451 (sk). 


Herald, dy. Av. for 03, &,479 (). Guarant 
5,600. " North Pome" 
yg ay 8 j breast DAILY. 


ron Gazette. = 1903, 1,564 
Largest circ. in Richland County. Home peek y » 
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—. 
urnal. D’y av. 1903,8,208 
In Goetee Masoelt, N. Y., Eas tern reps. 
Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (752). 


Akron, Beacon 
(750). 


uirer. Established 1842. Daily 


Cineinnati, En b 
(@©), Sunday (©©) (761). Beckwith, New York 
- Actual 


Cincinnati, Mixer and Server, month! 
average for 1902, 18,088 64). Actual average 
8,625 ( organ Hotel and 

Empl 


mt. Alliance and Barten- 
nt. leapt A merica. WATCH USGROW 
Cincinnati. 


Phonographic Magazine, mo. 
Phonog. Institute Co. Av. - for 1902, 10,107 (764). 


Cineinnati, Trade Review, m’ ie ee & 
Highlands. Av. for 1902, * 1902, 2,584 (765 
Cingtanatl, Times-Star, dy dy. >t Times- 
Star Pub. Act. aver. Jor 1902, 148,018 (761) 
Act. aver. > siz months 1903, 147,601. 
Cleveland, Current Anecdotes (Preachers’ 
Mag.), mo. Av. year ending Dec., 3/, '03,15,750. 
Cleveland, Tribune, weekly. Tribunc Pub- 
lishing Company . Average for 1903, 80,247 (2). 
Columbus, Press, s, daily, | Wy. democratic. 
Printing Co. Actual av. for av. for 1902, 24,989 (770). 
Columbus, Sales +z ‘Agent, monthly. E. L. Moon, 
publisher. Average for (902, 4,958 (771). 
Dayton, News, dy. 
Sor 1903,16,407 (%), January, 194, 16,815. 








Dayton, Young Catholic res ay semi- 
mo. 0. A.Pflaum. Aver. for 193, 8 125(3k). 
Laneaster, Fairfield Co. In Aug 


ublican. 
ust, ’02, no issue less than 1,¢ "Sao for 2 years (783) 


Springfield, Farm and m and Fireside, agricultural, 
est. 1877. 


a average for 1902, 
811,220 (800). SGuat average for first six 
months, 1903, 840,875 

Spri eld, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. for 1902, 
862.666 (800). Actual average for first 
months, 1903, 885,166. 


Toledo, Medical and Surgical Reporter, mo. 

Actual average 1903, 10,088 (>). 
OKLAHOMA. 

Guthrie, Oklahoma Farmer, 

average 1903, 28,020 (4 ( %). 

Guthrie. Oklahoma State Capital, dy. and 
Aver. for 1903, dy, 20,062 (+), wy. 25,014 ( 
Year ending July /, ’03, dy. 9,868; wy. 28,1 

OREGON. 

Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 

weekly. Average 1902, 1.898 (820). 


Portland, Fven Telegram, dy. (ex. Sun). 
Sworn cir.’03, 17,648 (s). In’02, 16,866 (824). 


Portland, Pacific Miner, semi-mo. Av. sear | w 
ending 12, 


Sent., 1902, 8,808: first 8 mos. 1903, 4, 


a ae ae 


Bellefonte, Centre Democra‘ +t ae R. 
Kurtz, Pub. Sworn aver. 1903, 380. (* 


noe eee V7; Av. 1903, a.195 (py 
Y. office, 220 B F R. Northrap, Mgr. 


ery ay con weekly. 
% (838 a an * Cou’ pases 


wy. Actual 


x). 
19 





ip av. for 
1902, 8.1 aly issue 


pty 190: 


‘n'e }-) — ; . 


‘ad rriaburg. Telegraph, dy. Actual daily aver. 
1903, 10.886 %*); Digg? ay, od R. J. Shannon, 
New York; Chas. A. Allen, Allen, Chicago. 





Average for 1903, 11,208 
al Agent, Average f York. 


News Pub. Co. Average | hav 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir. 
culation of the * The Bulletin” tor each day in 
_ month of January, 1904: 

7 








Total for 26 d 8, 4,143,820 copi 
NET AVERAGE FO JANUARY, 


159,377 copies per day 


ULLETIN’S circulation figures are net; 
allan phen g sped, unsold, free and returned copies 


e been somananing 
L. agen, Publisher, 

Philadelphia, wees 

THE BULLETIN goes daily wd more Philadel- 
phia homes a any other medium 

THE BULLETIN has by many siioiiaids the 
largest fooal circulation of any Philadelphia 
newspaper. 


Philadelphia, Camera, month} Frank V. 
Chambers. Average for 1902, for 1902, 6,7: ‘71. : 


Philadelphia, Farm Journal, gga Wil- 
mer Atkinson ( Ye publishers ver 
Sor 1903, 544 inters’ Ink awar 
the seventh Sugar Bowl! to —e Journal with this 


n 
we avearded June 25th, 1902, by 
* Printers’ Ink, ‘The Litt 
master’ in the in of 
se « Advertising to the Farm 
“Jou After acanvassing 
* 0) mers extending over a 
half _a year, 


riod of — ong all 
Phan hose published in the at State ; Seen 


« pronounced, the one tha ee hey te 

‘as an ed an Sor the agricultu- 
“ral population, and as an effective and economt- 
“cal medium for communicating with them, 
“ through its a vertising colu columns.” 


Philadelphia, Press. Av. cire 00,000 
daily. Net average for Feb., 1904, "t21, ost” 


Philadelphia, Public lace daily. Adolph 
8, Ochs, publisher. (oO) ¢ 


Philadelphia, Reformed aes Messenge 

w’y. 1306 Arch st. Average for 1903, 8,558 Ck) 

Philadelphia, Sunday School tne ae bt = 
Average tor 1902, 101.815 (869). iv 
1, 1903, 108,057. Religious Press depo! Phila. 


Pittsbarg. Cieeatete Seen h. Aver., 1902, 
67, seit S10 fon tion 














Pit ures Gazette, d’y and Sun. Aver. ay 
1902, re 229 (876). Sworn statem’t on application 


Pittsburg, Labor World, Av. 

088( 2). Reaches best st pd.clase oF workinen th in The 
Pusbers. Way arp Wm. H. Seif, . oe 
verage Average 

months 03. 648t1 he 


Scranton, Times, eve E. J. Lynett. Av. 
Sor 1903, 21,604 () La Coste & Maxwell, N.Y. 








on et 3 Ame: Medici 
for 1902, 19 iphia, American te kereh 7 1905; 18% 1eaet” 





Warren Ae Vannen, Swedish, m 
Av, 1902, 1,541 (889). ‘Circulates Pa 'N Y-and O. 


(Continued on ‘page 32). 
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Every Advertiser Should Burn 
These Figures into His Brain 


121,061 
The Philadelphia Press 


For years the Press has enjoyed great prestige,and in this respect no one has denied it “first 
place.” To-day it talks circulation, and about as big as the biggest—121 061 net copies perday. 


Average circulation, after deducting waste copies (no returns. being 
allowed), 121,061 Copies Daily, as the following sworn statement of cir- 


culation will show: 
(copy) 


Statement of Circulation of “ The Philadelphia Press” for Month of February, 1904. 
DAILY EDITION. 








ene Se | Man 199 Feb. 18....5.0.5..0ce08008 “194,401 
.. pyle 121,675 
Oe Bac oe a TIE 908 HOD. 17....-.2-c2eee eee 121,718 
Feb peso Bek, 115,049 Bob = BGs fim vee wndeche oO 122,016 
ea venecreposcosses Bs WR POs wicieces uh ab movi ’ 
Hh BiG 2OtaG se -4- es Pell 006 es 122,111 
Bate FRG Sn Rer i. em / ~~ = Pei deeds cos cabo mae 

. ees 192,088 Feb. 28..............0005 121, 
2 ee CO Repo 121,641 
ES rere ae 119,861 Feb. 25...............44. 122,995 
Mees. <class vas ou dia 119,977 Feb. 26...........++-005 128,149 
BE Sr 120,308 Feb. 27.......+se.s..eeee 122,957 
Feb, 18....0seecceereeee+ 121,424 Feb. 29..... ea la veees 128,478 
Total fer DIONEN. . .....6065 scwwevse toes: 3,026,544 


M 
S) 
on 
o 
<4 


Average Net Daily 














STATE OF PENNSYLVANIA. ss 
CITY OF PHILADELPHIA. . 

Personally appeared before me, the subscriber, John B. Townsend, who, being duly 
sworn according to law, doth depose and say that he is manager of ‘‘ The Philadelphia ress;”” 
that to the best of his knowledge and belief the above table correctly shows the actual Daily 
circulation of ‘* The Press ’’ for each weekday during the month of February, 1904. 

Sworn to and subscribed 
before me this first day 
of March, 1904. 


O) 
———— ied 
~ Manager. 
Notary Public. ~ 
Average net per day for the first six months tit 
Average net, for the twelve months ending Feb- ome 
Yenty'$q° 6k ce - 100,628 


vial 
The Press is Philadelphia’s great home newspaper. 








THE S. C. BECKWITH SPECIAL AGENCY, 


SOLE AGENTS FOREIGN ADVERTISING. 
43-44-45-47-48-49 Tribune Building, NEW YORK 
510-513-532 Tribune Building, CHICAGO, 





i 
if 
i 


i 
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Washington, Reporter, daily. John L. Stew- 
art, gen. mgr. Average for 1902, 5,857 (889). 





West Chester, Local News, daily, W. H. 
Hodgson. Average for 1902, 15,086 (890). 
Wiiowsgert. a. America's Greatest 


ree, Net paid goer 1908, 181.868 (3). 


& Thompson, Rep few York and Chicago. 


Youk. Dispatch, ——. Dis pooh Publishi 
Co. siraae for a 19038, 8,108 ( med 


RHODE ISLAND 
Providence, Daily Journal, 16,4 A 
Sunday, 19,892 ( )O®). Evening Ballin 86,- 
886 ( } av. 1903. vidence Journal Co., pubs. 


Westerly, Sun. Geo. H. Utter, pub. Average 
1903, 4,888 (3). Only daily in 80. Rhode Island. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, week} 
Browne. Aver. 1903, no issue less than 1, wore). 


Charleston, Evening Post. Actual daily 
average for 1903, 2,842 (>). 


Columbia. State, daily. State Co.. publishers. 
rerage for ' 1903, daily, 6. ae (2k); semi- 
weekly, 2,015 (sk); Sunday, %,705 (3k). 


SOUTH DAKOTA. 
Sioux Falla, anges Leader. Tomlinson & Day. 
publishers. Actual daily average for 1902, 5,819 
(915). Actual daily aver. Sor 1903, 8,882 (+). 


TENNESSEE. 
Chattanooga, Southern Fruit Grower, mo. 
Actual average 1903, 17,855 (%). Rate, 15 cents 
per line. Average for January, 1904,19,177%. 


Gallatin, Semi-weekly News. In 1992 no issue 


less than 1,850 (923). First 6 mos, 1908, 1,425, 
Bei Sentinel, 


daily. Average 1903, 

9 1 (2k). 6 mos. ’03, 10,168, Jan.,'04,11,468. 

pie set Tribune, semi-weekly. W. M: 
Carter. Actual average /93, 1,201 (>). 


Memphis, Commercial Append ony. ue, 
and weekly. ? 7. 28,9 
Sunday 88,080 ( ser (HD, ori. 
Dec,,. 1903, dy. 28,989, Sy. 41,470, wy. 81,861. 
Memphis, Morning News. Actual daily aver- 
ae vt 1903, 17,594 (2). 


B (3k) ( ) 





Nas fie, ew, Sally. Av. for year ending 
Feb., a ( v. for » 1903, 20, 
025. Oniy Washoe d yeligibte to Roll’ of Honor, 





Nashville, Christian Advocate, w’y. Bigham 
& Smith. Average for 1902, 14,241 (929). 


Nashville, Merchant and Manufacturer. 
Commercial; monthly. cette ti nine months 
ending December, 1903, 5,111 ( 


Nashville, Progressive Teacher and Southw'n 
School Journal, mo. Av. for 1902, 8,400 (930). 





EXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944), 
Denton. Denton Co. Record and Curomicle, 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945 
El Paso, ey x Ry for ool 


8.245 (046). J. P.S esentative, 
-» New a 4 “tne test issue of 


yoy per Directory the circu- 
lations of the two de ome of El Paso, vin ras, 
are rated —t oubts the accuracy of the 
HERALD ratin t has recentl been ma He ap- 


rent that ti ottimes ead 8 fraudulent.— 
ERS’ INK, July 22, 1903 


La Poste, Chronicle, ae G. E. Kepple, 
publish Average for 1902, 1, 29 (954). 


Ww. - Furey, pub. Act- 





am spent dy. 
ual average, 1903, 1,827 (3 


UTAH. 
Ogden, Standard. Wm. Glassman. 
for i502, daily 4,028, semi-weekly 8,0. 


VERMONT. 
Barre, Times, daily. F. RE. Langley, 
oe (974). Last six months 1903, 2,88 


Burlington, Free Press. Actual dail 
1903, bo ; . Circulation tua daily yb 
of Amer. Ad. Only Vermont paper examined, 


Burlington, News. 3. Jos. Auld. Actual 
aver, 1908, 5,046 (3), aver. December Mer tad 


VIRGINIA. 
Norfolk, Dispatch, dai) Daily ave’ 
1902, 5,098 (985), Actual 4 Sor 1908, 7,488 (4), 


Richmond, News Leader, every eveni 
- t Sunday. a ay aia te February /, 1908, to 

ebruary 1, 1904,2 %). The largest cir. 
pa nt between Waohingtos and Atlanta, 


ped. Ay. 
1 (970), 


sy 19, 





ng ex- 


WASHINGTON. 
okane, Saturday Spectator, weekly. Fran 
a e. Average for 1902, T 1902, 5,886 (999), . ' 


Tacoma, Daily News, dy. A dy. Av. 02, 18,659 (1000), 
Av. 9 mos, 1908, 14,01 4. Saturday issue, 17,222, 


Tacoma, Leon. . ~ 1902, 10,986; Sy., 
14,195; wy. 14 ( ). Av. 7 mos, 1903 ex: 
ceeds: Dy., 1%, Sous sy s,600 + wy., 8,500, 
S.C. Beckwith, rep., Tribune Bldg.,N.Y. € Chicago. 


WEST VIRGINIA. 
Parkersburg, Sentinel, dail R. G. Hornor, 
pub. Average for 1902, 2,804 ( fn. 


Wheeling, News, d’y and ay. ib. Co, 
Av?rage for 1902, a’y 8,026, S’y s'soe ont 


WISCONSIN. 
Madison, Amerika, weekly. panerike Pub- 
lishing Co, Average for 1902, 9,496 (1026 


Milwaukee, Badger, monthly. at Pub. 
Co. Aver. for year ending March, 85,822 (1032); 
since October, 60,000. Rate, 30c.a line. 


Milwaukee. Evening Wisconsin, d’y. vg. Wis- 
consin Co. Av, for 1903, 21,981 (sk), December, 
1903, 25,090, January, 1904, "28,575 (OO) 


Milwaukee. jourmal, daily. Journal Co., pub. 
Av. for 1908, 88,50 4 (3K). Jan., 1904, 84,478, 
Under $50,000 Bond. 

son Monadnock Block, Chicago, Jan. 23, 1904. 
887s. s Heaney, Julius ‘Simon, F. K. 

Espenhain ‘(the committee) : Gentlemen—We have, 

in accordance with your instructions, examined 

the circulation of the following Gatty newspapers 

Sor the year ending October 31, 

The Milwaukee Sentinel, 

the Free Press. 

The Milwaukee Journal, 

The Herold, 

The Germania-Abend Post. 


Detailed reports of each of these papers have 
been handed you eh day. u hen n request The 
coat will send a copy of ort. 

We also presented ourselves the offices ©, 


"at 
PoE EVE! ING WISCONSIN and sd Dare 
NEWS in accordance with our 
BUT WE WERE iL “OCESS no S CHRIB 
BOOKS AND RECO. 
oath fale, 
TUART & YOUNG. 
([NOTE.—The publishers of me Eveniig Wis 
consinand The Milwaukee Daily News also re- 
Sused to allow their records to be examined by ti 
Yh hans ren of the we poy oy of American 
Advertisers when requested to ti, 
Tan. JOURNAL CO. 


Oshkosh, Northwestern, daily. Average for 
1903, 6,488 (2). 





Sherman, Democrat. Av., (903, dy., 1,019(:); 
wy., 4,26 250 (). Liquor ads ercluded. Solicit 
clean Business. .. £4 years under same management. 


Raeine, Journal, Goity. Journal Printing Co. 
Average for 1903, 8,702 (ck). 
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A Roll of Honor-—continuea, 





Raeine, Wisconsin eulturist, weekly. NOVA SCOTIA, CAN. 
Average for 190%. 88,515 (1031). For #0, Halifax, Herald and Evening Mail. Av. 1902 
Bait (x). Adv’ $2.1/per inch 8,571, Av. 190%, 9,941 (sk). Dec., 1905, 11,878." 


Waupaca, Post, wee! 





kly. Post Publishing oe. 
Average for 1902, 2,588 (1044). All home print ONTARIO, CAN. 


ronto, Canadian Implement and a 


BRITISH COLUMBIA. Trane, monthly. Average for 1903, 5,875 (* 








v er, Province, daily. W. C. Nichol,| Toronto, Star, daily. Av Sor 1903, 20, 
publisher. “average f for i902, %,987 (1051). 971 Ck). January, 1508, 96,944. ‘ 
Victoria, Colonist, daily. Colonist P. & P. Co. QUEBEC, CAN. 
average for 1902, 8,574 (1051), Montreal, Herald, daily. Est, 1808. Actual 
MANITOBA. CAN. average for 160s, 88,618 (#) 
Winn! ef Der Nordwesten, German w’y. Av. -| usher trea: Ut Pre, Frei Berhanme, > 
Sor 1903, ——— in special fie Average to Sept. ist, 1903, sae apes 
Winnipeg, Free Press ally and weekly. <Av- Mentroal, Star, dy. & w m & Co. Av. 
aa. 24 (2); weekly, | for’02,dy, 55.079, vy. 121. Aisa, Sixmos. 


‘or 1903, 
$F 08 (3) (1054). Daily, January, 1904, 21,511. lend. May 3/, 03, dy. av. 55,147, wy. 122,157. 


‘gly Aa fh a fl 


Making the Most of It! 


The American Newspaper Directory is the standard 
work everywhere, because it gives reliable information re- 
garding the circulations of mediums. The Directory is 
published once a year, and its information on circulations 
dates back for a period of a _ _ to its issue. 


* 

The Roll of Sesinconhniad te the Directory system 
—goes further, it gives the figures for a year past, and if 
so desired also the figures fora week, a month or 
a quarter just past; it brings circulation figures right 
up to date, and for this reason it is the best and only 
organized circulation service to be had anywhere. 


+ et ae 

The Philadelphia Avening Bulletin, the Minneapolis 
Journal, the Milwaukee Journal and the Philadelphia 
Press make at present the most of this opportunity, which 
can be had nowhere else, and at an expense that is merely 
nominal. 

ats. 

It would seem obvious that publishers of other papers, 
equally good and equally important, would take advantage 
of the Roll of Honor service to make extra announce- 
ments at just this time of the year. 


oe 
An occasional splurge in the Roll of Honor is putting 
it before the American advertiser with an effectiveness 
that is not possible in any other form of advertising. The 
Roll of Honor and its revised figures are examined by 
advertisers every week in the year. It’s up to the pro- 
gressive publisher ! 
OS 
The writer knows from actual experience with ad- 
vertisers that they consider the Roll of Honor as the 
most important and most practical step in scientific 
advertising. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
Iesued overy Wednesday. Subscription 
» five dollars a year, inadvance, Ten centea 
Six dollars ® hundred, 


apvanrinixa BATES : 
te sot in pearl, begin- 
nton with atwo = initial letter, wut containing 
no other aoe oe lai ger than pearl, 10 cents a line, 


Displayed advertisements 2% cents a line, pearl 
measure, lblines to the inch (§3); 200 lines to the 


poge (8 
wi apec ‘ifled position (if granted), % per cent 
oan eee Position (full page) on first or last cover, 


Por’: J vivcnol page or first advertisement on a 
ge nce page (full pages) or for the central 
double pages printed across the centre margin, 
60 per gran ae _ - pa ‘ 

ime contracts copy is repeated 

when new cupy fails to come to hand one week 
in Fv d 0} Ae, publication, 

month,quarter or 

bo discontinued at the pleasure of the advertiser, 


and space paid for rata, 
Two lines capallont vortisement taken, Six 
verted Free 6 appearing as reading matter is in- 


words make a line. 
Advertisers to the amount of - are entitled 
to a free subscription for one year. 
wenn 


oopy. 


ifteaA 





‘ear MA, 


Cuarces J. Zinae, 
Business Manager and Managing Editor. 
OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears,60-62 Ludgate Hill, EO. 


NEW YORK, MARCH 9, 1904. 
STOCK BROKERS’ ADVER- 
TISING 











Presume that the rule against 
advertising were. annulled to-mor- 
row by the New York Stock Ex- 
change, the London Stock Ex- 
change, the Chicago Board of 
Trade and other great exchanges, 
what would the legitimate stock 
and grain broker advertise? The 
bucket-shop man and stock scheme 
free lance usually puts all his ad- 
vertising energy behind a_ single 
investment, such as a gold mine 
or an oil well. Good or bad, he 
pushes it, and it alone. The legiti- 
mate broker can’t promote wheat, 
or corn, or Northern Pacific, or 
Pennsylvania bonds. His stock in 
trade is much like that of the ad- 
vertising agent’s —he sells experi- 
ence, advice and service. His ad- 
vertising must be qualified accord- 
ingly. He cannot inform the pub- 
lic through advertising that he be- 
lieves such and such securities are 
likely to rise, but must be content 
with such publicity as will explain 
his true functions and those of the 
exchange on which he operates. 
His object is to attract clients. 


‘Two kinds of clients come to the 
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broker. First, there is the investor 
who buys stocks because he. hag 
surplus capital. His purchases go 
into a safety vault for years at a 
time, for he is willing and able to 
wait for his profit. Just now U. §, 
Steel common is away down, and 
everybody is denouncing the steel 
trust. Some of the deepest finan- 
cial thinkers, however, say that 
Steel stock will eventually attain 
its former value. They found 
their belief on the history of great 
American railroads, Everybody 
rushed to buy railroad stock in the 
great transcontinental lines when 


y they were planned. The millions 


were sunk in roadbed and rolling 
stock. The country was a wilder- 
ness, and there were no dividends, 
Everybody sold railroad securities, 
and they became almost worthless. 
There was much denunciation. 
But shrewd investors bought in 
these cheap shares, the country was 
settled, the roads began to pay 
dividends, and the stock went up 
to par. It is not unlikely that Steel 
will do the same. The investor 
would buy U. S. Steel common at 
11 to-day and put it away for 
years. That is the investing 
client. 
* * 

The second class is made up of 
speculators. The man with a 
little money to spare—and often 
the man with less who can’t spare 
it—buys stocks on margins, hold- 
ing them sometimes a single hour, 
and seldom more than a_ week, 
waiting for a slight rise, when he 
sells and makes a small ‘profit. If 
there is a drop, the speculator’s 
margins are swept away. It is 
the speculating class that loses 
money in Wall street, and the 
great exchanges make restrictions 
against advertising chiefly because 
it is feared that advertising will be 
employed to attract speculators. 


Speculative business is most pro- 
fitable to the broker, but it does not 
follow that it is the sort of busi- 
ness he would solicit through ad- 
vertising. The speculator finds 
Wall street himself, but the in- 
vestor must be sought, and one of 
the most direct ways of finding 
him — advertising — is prohibited. 























The investing class can be reached 
threugh advertising. The tactics 
of the “scheme” operator show 
that. Whether the worth of his 
gold mine or oil well be real or 
imaginary, he advertises it as an 
investment—seldom as a specula- 
tion. He doesn’t say “Buy this 
stock to-day and sell it to-morrow 
at a profit,” but “Buy it and next 
year it will pay dividends.” There 
is, in fact, no short-time specula- 
tive side to his proposition, and 
the class of people he deals with 
are often the sort that go to the 
race track when they want to spec- 
ulate. He is compelled to work 
from the investment standpoint. 
His success shows that there is 
a great body of men and women 
with money to invest who know 
nothing of the legitimate exchanges 
and their uses. They are afraid of 
the exchanges, in fact, because 
they do not understand them. In 
this connection it is a point worth 
noting that most questionable in- 
vestment advertising is carried in 
the very papers that flagrantly mis- 
represent Wall street, and the dis- 
trust of the exchanges bred among 
their readers makes them easy vic- 
tims to the sharper. 
* * 


The broker’s advertising, then, 
will be devoted chiefly to educa- 
tional work among the investing 
classes, spreading information 
about the exchanges through maga- 
zines, newspapers and _ literature. 
Once enlightened about legitimate 
investments, much of the capital of 
the small, inexperienced investor 
will be turned to safe enterprises, 
and the broker’s commissions will 
be increased. The rosy word pic- 
tures employed by the schemer can- 
not be used by the broker. His 

advertising must consist largely of 
’ information about his functions 
and the service he offers. The 
broker to-day is in the same posi- 
tion occupied by the banks two or 
three years ago. The public knows 
little of his business, and must be 
told about it. Copy would take 


* 


similar lines if the exchange re- 
strictions were removed. Nor does 
the fault lie altogether with the re- 
strictions, 


for though the New 


° 
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York Consolidated Stock Ex- 
change is. more liberal in its. atti- 
tude toward advertising, few brok- 
ers on that exchange go farther 
than the bald business card adver- 
tising sanctioned by the New York 
Stock Exchange. The manifesta- 
tion of interest in advertising re- 
ported from London has no coun- 
terpart in New York, though many 
of the younger houses on the Chi- 
cago Board of Trade are eager to 
advertise, it is said. Restrictions 
can hardly stand in the way of a 
real advertising sentiment.. The 
usefulness of modern advertising, 
its freedom from objectionable 
features when rightly employed, 
the growth of wealth in this coun- 
try and the increase in small in- 
vestors—all these things point to 
live advertising among brokers in 
the near future. The conditions 
that have made the trust company 
so successful in the United States 
have also created a wider field for 
the stockbroker. It is up to him 
to tell the public more about him- 
self and his business. 


THe Toronto Star prints its 
January circulation statement on 
a neat poster-effect folder. The 
daily average for the month of 
26,841 copies, announced in the 
Roll of Honor, is a decided gain 
over the circulation for the same 
month’ of 1903, which was in the 
serena of 18,000 copies per 
ay. 





It is said that forty retail drug- 
gists in Philadelphia have been 
selling counterfeits of Carter’s 
Little Liver Pills. Brent Good has 
begun a vigorous campaign against 
them. George C. Fore, of 318 
North Ninth street, and. Joseph T. 
Griffith, Eleventh and Vine streets, 
were arrested and held in bail on 
examination. Both civil and crim- 
inal action will be brought against 
them. The label of the Carter 
Medicine Company is a_ small red 
one, bearing a large “L,” in the 
body of which is the word “Trade- 
mark,” with the name “Carter” 
above. The infringement is a 
smaller label, darker in color, with 
a smaller “L” minus name or 
“Trademark.” 
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THE New Haven Union is the only 
evening paper in New Haven that per- 
mitted the circulation investigator of 
the Association of American Advertis- 
ers to make a thorough investigation 
of its circulation. 





Mr. Merz B. Hayes, formerly 
business manager of Outing, 1s 
now associated with the advertis- 
ing department of Leslie’s Month- 
ly Magazine, and assumes the po- 
sition of assistant secretary of the 
Frank Leslie Publishing House. 








It is said that 150,000 Ameri- 
cans sail out into the Pacific Ocean 
every spring, and a great many of 
them have no definite notion where 
they are going. New Zealand pro- 
poses to attract some of these 
tourists, according to the New 
Zealand correspondent of White's 
Sayings. The Oceanic Steamship 
Company is about to issue a book- 
let fully describing Maoriland, and 
this brochure will be extensively 
distributed through the United 
States. Other advertising will fol- 
low. It is said that the scenic 
features of New Zealand lie close 
together, and may all be seen at 
small expense. 


JoHN BRISBEN WALKER’S new pub- 
lication, the Twentieth Century 
Home, has been excluded from the 
mails, and is compelled in mailing to 
affix stamps the same as would be 
done in the case of patent-medicine 
circulars, or else pay eight cents per 
pound—either of which is equivalent 
to confiscation. 

The attention of President Roose- 
velt was called to the high-handed 
seizure of authority by the Postmaster- 
General. The Postmaster-General re- 
plied: 

“You are advised that the De- 
partment has been administering the 
law for the last twenty years in a 
similar manner to that which now 
obtains.” 

This is but one of ten thousand 
cases in which American publishers 
have been subject to vexatious rulings 
serving no useful purpose. All over 


the country there have been com- 
plaints as to the illegal, arbitrary, in- 
consistent, generally foolish and al- 
ways harassing rulings made by the 
Department. 
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LeirH & Stuart, special news- 
paper representatives, 150 Nassau 
street, New York, inform Print. 
ERS’ INK that they are no longer 
the representatives of the Scran- 
ton, Pa., Truth. 





Mr. Prerre Jay, vice-president 
of the Old Colony Trust Company, 
Boston, is a thorough believer in 
bank advertising and a reader of 
PRINTERS’ INK. Some months ago 
the Little: Schoolmaster printed a 
series of streetcar cards purporting 
to be designs then used by the Old 
Colony Trust Company. Mr, 
Pierre informs Printers’ INK that 
said cards were merely designs 
submitted by Wineburgh & Co, 
and that it was a misunderstand- 
ing on their part that the cards 
should ever be used, in fact the 
Old Colony Trust Company had 
never approved of the designs and 
had at no time intended to make 
use of them. 





“RELATION of the Newspaper to 
the Advertising Agency in the 
Development of New Business” is 
the title of a paper read before the 
Ohio Editorial Association at its 
recent convention in Columbus by 
H. N. McKinney, of the Ayer 
agency. Proceeding upon the pre- 
mises that the agent is the rep- 
resentative of the advertiser to a 
great extent, and that he does cost- , 
ly pioneer work in converting busi- 
ness men to advertising, the 
speaker contended that it is the 
duty of the newspaper to support 
the agent, or failing that, not to 
antagonize advertising in news 
columns, as is frequently done. Mr. 
McKinney cites instances in which 
advertising of large corporations, 
particularly the American Tobacco 
Company, has been antagonized by 
anti-tobacco articles that were 
wholly malicious and of little value 
either scientifically or as news. 
The duty of the newspaper is to 
either suppress such matter or to 
refuse advertising that it would 
harm. The address as a whole is 
clear and far-reaching in its con- 


clusions. It has been printed for 
distribution by N. W. Ayer & Son, 
Philadelphia. ; 
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W. D. BRICKELL, general manager 
of the Columbus, Ohio, Dispatch, has 
resigned, after twenty-nine years’ serv- 
ice as chief executive officer of that 


paper. 


Joun H. BLake, manager of a 
drug store at Wall street and 
Broadway, New York City, has 
been held for trial on the charge of 
fraudulently refilling Poland Water 
bottles with ordinary water, sell- 
ing it over the soda water counter. 
The case has been vigorously con- 
tested, and proprietary men are in- 
terested in it. The prosecution is 
in charge of Philip Carpenter, 38 
Park Row. 








Mr. NATHL. C. FowLer, JR., 29 
Beacon street, Boston, was men- 
tioned in a recent issue of Print- 
ers’ INK as an advertising agent. 
He writes the Little Schoolmaster 
that his work is purely professional 
and that he has no connection with 
any advertising agent, publisher or 
printer. In a folder which accom- 
panies his letter Mr. Fowler states 
that he charges fifty dollars an 
hour for consultation, two hun- 
dred and fifty dollars a day, thou- 
sand dollars a week, traveling ex- 
penses additional. Under these 
terms Mr. Fowler is willing to im- 
part “the little he knows and the 
much he knows.” 





It is the South which seems to have 
pets of gold at both ends of all its 
rainbows. The high price of cotton 
will result in putting into circulation 
in the cotton belt more money than 
the people of the South have had 
from a cotton crop in years. They 
have already had the first installment 
of this great sum of money, and with 
it the cotton farmers have paid their 
debts. The balance will be what is 
commonly called “spending money,” 
and the circulation of it—as well as of 
that which went to pay creditors—will, 
itis said, give to the South an era of 
prosperity and good times that it has 
not enjoyed since the Civil War.— 
Atlantic Coast Lists, 134 Leonard St., 
New York. 











REPRODUCED here is a quarter 
page and a one-inch advertisement 
taken from a current issue of 
Printers’ INK, Inserted in special 








PRINTERS’ INK, 37 


position they cost for one time 
$12.50 and $3.75 respectively. With- 
out position the cost would be 
$10.00 and $3.00. The twenty-five 
per cent advance is for special po- 
sition, which, by the way, will not 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Loong | Chicago morning news- 
papers the advertising published in 
I as compared with 1902 shows 
Tae E RECORD- —- ained 706 
columns 71 lines. ribune lost 
860 columns 212 lines. "the Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REC- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 











be accorded unless the advertise- 
ment is a specially good one. The 
copy for these two advertisers is 
frequently changed and made to 
tell a story of facts. For this 
reason they produce business. Is 
your paper of similar importance 
to the American advertiser? If 
so it will pay you to remind him 
through the Little Schoolmaster of 


LincolnFreie Presse 


GERMAN WEEKLY. 
ote NEB. 
es the pings of of 280 a ay Bens oem he at 
Tite cost. Great saving in ‘keeping, 
postage and 
Actual Average Circulation, 146,448 
Rate, 36c. 














this fact. It is the medium in 
which you can do it more cheaply 
and more effectively than in any 
other way. Address Chas. J. 
Zingg, Business Manager PriNnt- 
ERS’ INK, 10 Spruce street, N. Y, 
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Tue South Bend, Ind., Tribune 
has been subjected to a complete 
examination by the representative 
of the Association of American 
Advertisers. 


AN affidavit made by the cir- 
culation manager of the Evening 
Telegram, Toronto, says that the 
circulation of that paper during 
January was 31,103 copies daily, 
all spoiled copies and waste de- 
ducted. The paper also carried 
forty-nine per cent of the want ads 
of Toronto on the five Saturdays 
in January, the total reaching 7,698 
separate announcements. The 
Toronto Evening Telegram is en- 
titled to entry in the Roll of 
Honor. 





Park COMMISSIONER PALLAs, of 
New York City, has gone into out- 
door advertising, leasing the great 
fence around the new Public Li- 
brary now building at Fifth avenue 
and Forty-second street for bul- 
letin purposes. This action has 
aroused vigorous protest from the 
Municipal Art Society, that or- 
Lanization questioning his right to 
put city property to advertising 
purposes, In his own defense the 
Commissioner says: “I am free to 
scy that I consider these so-called 
‘screaming advertisements’ and 
‘yelling signs’ the least objection- 
able of all forms of outdoor dis- 
play advertising for two reasons: 
First, because they are temporary 
and shifting, and second, because 
they replace to some advantage the 
unsightly outlook presented by 
building operations and incomplete 
structures. In relation to the al- 
leged disfigurement of the fence, I 
wish to say the outward face of 
that fence is upon bustling business 
streets, where there is no park 
feature to be considered, and I am 
informed the business men find the 
lighter color of the signs less ob- 
jectionable than the heavy dark 
green they replaced.” The society 
replies to this with a list of sixty 
persons whose homes are within 
sight of the bulletins who object 
to them, and it is held that the 
Commissioner is legally wrong. It 
remains to be seen whether the ads 
will remain to be seen, 





PRINTERS’ INK. 


Of Interest to Investors is 4 new 
business periodical just launched 
by Andrew L. Bush, investment 
specialist, Springfield, Mass. “[t 
deals chiefly with gold mining, and 
is a cleanly printed, interesting 
little paper, likely to command the 
respect of people who think for 
themselves before they invest their 
money. 





THE executors of the David 
Kennedy Estate, Kennedy Row, 
Kingston, N. Y., send out a notice 
dated February 24 saying that the 
failure of the Dr. David Kennedy 
Corporation of Rondout, N. Y,, 
does not in the least affect the vari- 
ous interests of the David Kennedy 
Estate or of the Cal-Cura Com- 
pany. 








In PRINTERS’ INK of February 
3 was described a plan used by 
European merchants to attract 
trade. It was advertised that all 
purchases made on one day ina 
specified month would be refunded, 
the day being announced by the 
merchant at the end of the month 
and purchasers. receiving back 
money for goods bought that day 
on presentation of receipted bills. 
The Little Schoolmaster held that 
such a sale could not be advertised 
in this country in newspapers on 
account of the lottery law. The 
Cleveland Dry Goods Co., Cleve- 
land, Ohio, however, was running 
just this sort of sale at the time, 
and it was advertised as follows in 
the Press, of that city, February 3: 


That new sale idea is going to make 
a great many people very happy when 
the refunding day comes. Imagine how 
pleased you weak be if all the money 
you paid for goods bought here on a 
certain day was refunded to you! It 
does not matter whether it was one dol- 
lar or one hundred dollars, you would 
get it back if you happened to do the 
trading on the particular day that has 
been selected for this refunding sale. 
There is something to gain and nothing 
to lose by this method. You simply buy 
here such goods as you need at the 
lowest prices in this city, and if you 
do your trading on the particular day 
that has been selected for the refund- 
ing, you will get the money back the 
first week in March. Think it over and 
see if it is not worth your while to try 
for it. If there is anything about this 
new sale idea that you do not under- 
stand, it will be explained to you at the 
store. CLEVELAND Dry Goopvs Co 
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It is a common saying among the 
special agents that when Beckwith 
adds a new paper to his list its 
circulation doubles. Whatever the 
facts may be as a general thing, 
the statement seems to be practi- 
cally true in the case of the Phila- 
delphia Press, which is now print- 
ing more than 120,000 copies daily. 


Mr. A. W. Knapp, secretary of 
the Book-Keeper Publishing Co., 
has been placed in New York as 
the Eastern manager, and will have 
entire charge of all business east 
of Pittsburg. Mr. Knapp will have 
under him representatives in Bal- 
timore, Philadelphia and Boston, 
besides looking after the interest 
of the magazine, which he will re- 
tain under his personal charge. 
Mr. Knapp’s headquarters will be 
in the American Tract Society 
Building, 150 Nassau street, New 
York City. ere 

A CALL. 

All men and women engaged in 
advertising, in all its various 
branches, who intend to visit the 
Louisiana Purchase Exposition in 
St. Louis, this year, should en- 
deavor to be there on August 9, 
10 and 11. August 9 has been ap- 
pointed by President D. R. Francis 
as Advertising Men’s Day. He 
has also consented to deliver a 
speech to the advertising men of 
America, and has given the use 
of the Hall of International Con- 
gresses for the Convention. The 
programme outlined for these days 
will be given out later. The ad- 
vertising brains of this country 
will be represented—all large ad- 
vertising clubs should correspond. 

Literature, giving information 
about this big exposition, will be 
sent out from time to time upon 


request. 

Address all communications to 
the St. Louis Advertising Men’s 
League, Bureau of Information, 
800 Washington avenue, St. Louis, 
Mo. 
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A BILL has been introduced into 
the New York State Legislature 
which prohibits advertising in ele- 
vated stations, newsstands, plat- 
forms and cars. It was fathered 
by Assemblyman Peter P. Sherry, 
of New York City. 





THE first regular meeting of the 
Ad Club of Western New York 
took the form of a banquet at the 
Genesee Valley Club, in Rochester, 
on the evening of Lincoln’s birth- 
day, February 12. About fifty ad- 
vertising men attended. The chief 
speaker was Professor Walter Dill 
Scott, of Chicago, who addressed 
the club on “The Psychology of 
Advertising.” At the close of the 
dinner a business meeting was held, 
a. which it was decided that the 
club be regularly incorporated un- 
der the laws of the State of New 
York. Applications for honorary 
membership have been received 
from many firms in New York and 
other cities. A novel souvenir of 
the meeting was a pin in the shape 
of a stub pen, made of bronze and 
bearing the club initials and date. 
The next meeting is to be held in 
Buffalo. Men prominent in the 
advertising world will be invited to 
address the club. 





A MAN in Atchison, Kan., is re- 
sponsible for the following: 


THE MERCHANT’S LAMENT; OR, 
HUMAN wane dura WORLD 


There are some shoppers in this town 
who think they know it all, 

But they never buy in Atchison—oh, no, 
this town’s too small. 

They shop, and shop, and shop, and on 
clerks have no pity, 

But when they have a cent to spend 
they go to Kansas City. 

But human nature’s much the same no 
matter where you go. ‘ 
And while our dear friends here think 
our store so very slow, : 

In Kansas City her sister or cousin, to 

say the least, 
Can’t find a thing to suit her there, and 
so goes farther East. ‘ 

In Chicago, that big city that is ruled 
by men from Cork, : 
Her sister’s sister fails to find anything 

this side New York; 
While in New York another sister—and 
there are many more than three— 
Can’t find a thing to suit her there, and 
she goes across the sea. : 
In London and in Paris, where still 
other sisters dwell, 
I really don’t know where they go, but 
I hope they go to hell, 
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Smith & TuHompson, Potter 
Building, New York, represent the 
St. Joseph, Mo., News and Press 
as Eastern advertising agents. 





THE Enterprise Engraving Co., 
218-222 Fulton street, New York, 
sends out a mailing circular de- 
scribing their service of making 
half-tones, line cuts and electro- 
types. The plant is open day and 
night and holidays. Their an- 
nouncement is businesslike, and, if 
they live up to what they claim, 
they ought to be able to make the 
hearts of those glad who need such 
services. 





FaitrH; hope; work. Faith in 
yourself. Hope to build on. Work 
without end. And the sum of these 
is enthusiasm. Enthusiasm has 
covered the earth with its accom- 
plishments. Enthusiastic republics 
have vanquished dried-up empires. 
Enthusiastic business men have 
captured the trade of staid com- 
petitors. Enthusiastic young men 
have built up businesses where 
stolid capital has lacked the 
courage to try. Enthusiasm needs 
only direction to turn it into suc- 
cess. And the direction it needs 
is system. And enthusiasm, like 
system, is for stenographers as well 
as for statesmen; for cash girls as 
well as for capitalists; for you as 
well as for your neighbor. Plan 
your system and turn loose your 
enthusiasm. No stone wall can 
stop you.—System, Chicago. 


Tue eighteenth annual conven- 
tion of the American Newspaper 
Publishers’ Association, held at 
the Waldorf, New York, February 
16-18, was, as usual, a busy ses- 
sion. Many live questions were 
taken up and made the subject of 
definite action. A committee was 
appointed to investigate and report 
upon the matter of rural free de- 
livery carriers acting as newspaper 
agents and solicitors of subscrip- 
tions, and the convention expressed 
the opinion that the pay of rural 
carriers should be raised. It was 
recommended that subscription 
premiums be discouraged except 
in remote territory where necessary 
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to compete with papers from other 
cities. Labor questions took up 
nearly a day, but if any definite 
action was taken it was kept 
secret. The last day’s session was 
given up to consideration of the 
alleged scarcity of wood pulp, it 
being openly charged that the In- 
ternational Paper Company, known 
as the “paper trust,” is manipulat. 
ing the output and handling a 
monopoly in a wholly inadequate 
manner. In a formal resolution 
the association asked the President 
of the United States and the At- 
torney-General to institute a suit 
against the paper combination, both 
to test the legality of its existence 
and the fairness of its methods in 
stifling competition. It was also 
decided to raise a fund of $100,000 
to fight the “trust,” $10,000 of this 
sum being pledged by the New 
York World. The following of- 
ficers were elected: 

President, C. H. Taylor, Jr., Boston 
Globe; vice-president, S. S. Rogers, Chi- 
cago News; secretary, W. C. Bryant, 
Brooklyn Times; treasurer, Edward P. 
Call, New York Mail. 

Directors, C. W. Knapp, St. Louis 
Republic; Joseph T. Nevins, Pittsburg 
Leader, and H. U. Brown, Indianapolis 


News. 
Inspectors, C. F. Cotton, San An- 


tonio Express, and Benjamin Anthony, 
New Bedford Standard. 


This is practically the old set of 
officers, S. S. Rogers and Hilton 
U. Brown being the only new- 
comers. The convention wound 
up with a banquet on the evening 
of February 18, attended by Mayor 
McClellan, Sir Chen-tung Liang- 
cheng, the Chinese ambassador, 
and many men notable in publish- 
ing, advertising, business and pub- 
lic life. 





One of the most artistic calen- 
dars of the year is that of Rogers 
& Company, the Chicago engraving 
and printing house. The design is 
a heroic figure by Joseph C. Ley- 
endecker, the illustrator and 
poster artist, magnificently repro- 
duced in colors and bronze. The 
firm has followed the custom, 


which seems to be rather general 
this year, of holding its calendar 
until the subsidence of the calen- 
dar flood that rises about the first 
of January. 


























‘Mr. H. S. THALHEIMER, World 
Building, New York, acts as speci- 
al representative in the foreign 
field of the Boston Herald since 
March 1, 1904. 


Tue Bakers’ Helper ( @@ ), Chi- 
cago, a member of the Roll of 
Honor, is one of those prosperous, 
up-to-date publications which make 
good use of the advertising gold 
nuggets contained every week in 
Printers’ INK. Under a special 
heading, called “Printers’ Ink-lets,” 
short sentences are regularly repro- 
duced in the Bakers’ Helper. These 
are taken from interviews, corre- 
spondence and editorials. 








Tue Pianolo and Aeolian are ad- 
vertised in New York City to a 
large extent by afternoon concerts 
at the handsome new Aeolian 
Building on Fifth avenue, near the 
Waldorf. A hall was built ex- 
pressly for this purpose, and the 
concerts have been made notable 
by well-known soloists. Several 
days before Washington’s birthday 
it occurred to the management that 
a concert on this holiday would 
bring out people who had never 
had an opportunity to come on 
business days. Critics argued that 
everybody went out of town on 
such a day and that a holiday con- 
cert would be a failure. The ex- 
periment was tried, however, a 
special recital with a soloist being 
advertised in the Sunday papers. 
On Monday, Washington’s birth- 
day, the company entertained more 
people than had ever come to the 
hall in a single day before, and it 
was necessary to give three reci- 
tals in different parts of the build- 
ing to accommodate the crowd. 
The most interesting fact revealed 
by the innovation, however, was 
that many of the merchants within 
one or two blocks of the Aeolian 
building were present. They had 
frequently wished to attend the 
concerts given on business days, 
but had never been able to do so. 
The whole experiment showed how 
much closer it is sometimes pos- 
sible to come to the public by a 
very slight and simple departure 
from established ways of adver- 
tising. 
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A CALENDAR that really amounts 
to something as an advertisement 
is sent out by the Van Norden 
Trust Company, New York City. 
Printed in excellent taste, it shows 
the new building occupied by the 
company at Fifth avenue and Fif- 
ty-eighth street, while between the 
leaves of the calendar itself are 
talks about the facilities offered 
business men and investors. 





THE Republican-Register, Gales- 
burg, Ill, has just completed a 
voting contest in which prizes to 
the value of $5,000 were given to 
subscribers. The publishers state 
that 3,141,108 votes were cast and 
the circulation of the paper in- 
creased to almost 5,000 daily. The 
Galesburg Republican-Register is 
entitled to entry in the Roll of 
Honor, having stated its circulation 
regularly to Rowell’s Directory for 
many years. Its daily average for 
1902 was 2,884 copies. 





Tue Little Schoolmaster acknowledges 
a copy of “The Advertiser’s A B C,” 
F. B. Browne’s 1904 English Newspaper 
Directory, published in London. The 
elaborately appointed book contains valu- 
able information to British and other ad- 
vertisers. Judging from the mass of 
advertisements which the volume con- 


‘tains it must be a mint for the pub- 


lishers. 


I have read PRINTERS’ 
Inx regularly ever since 
it was first published and 
I still read it. In the 
meantime I have bought 
and paid for about $5,000,- 
ooo worth of advertising. 
PRINTERS’ INK contains a 
great deal of practicaland 
valuable information and 
I certainly would recom- 
mend any young man or 
woman who seeks infor- 
mation in the Art of Ad- 
vertising to read it.—AZ. 
L. Kramer, Sterling 
Remedy Co., Kramer, 
I[nd., February 2}, 1904. 
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Mr. J. C. BusH represents the 
Household Ledger, 95-97 Liberty 
street, New York City, as adver- 
tising manager. 


An echo of the merry Yuletide 
comes with the Christmas issue of 
the Manila Sunday Sun, just arriv- 
ed from the Philippines. It has 
100 pages of advertising and mis- 
cellany, with a cover that is truly 
Oriental in coloring. The Sun is 
altogether an individual publica- 
tion, independent in its views and 
hard-hitting in its comments on 
things it does not approve in Phil- 
ippine Island affairs. The publish- 
ers say that it has become a fixture 
in Manila, with a growing circula- 
tion throughout the islands and 
the Orient in general, being found 
wherever there are Americans in 
the Far East. The business men 
of Manila have given it loyal sup- 
port in the shape of advertising, 
and a quantity of general business 
from representative American ad- 
vertisers is in evidence. The Sun 
has adopted the clean policy of ad- 
vertising and. refuses “lost man- 
hood” and other offensive medical 
advertising. 


Tue sales of the National Bis- 
cuit Company for the year ending 
January 31 were more than $40,- 
000,000, and the profit on this vol- 
ume of business was $3,700,515. 
Present assets are $62,000,000, and 
dividends amounting to $2,897,000 
have been paid on the capital stock 
of $52,000,000. ‘The company has 
7,508 stockholders, of whom 1,754 
are employees. At the recent an- 
nual meeting in Jersey City, B. F. 
Crawford was elected president of 
the corporation, and A. W. Green 
chairman of the board of directors. 
The company has just completed a 
new factory building at Tenth ave- 
enue and Fifteenth street, New 
York City. It is fireproof, 100 
feet wide by 200 feet long, with six 
stories and a basement, equipped 
throughout ‘with newly invented 
machinery and lighted and operat- 
ed by electricity. With the adjoin- 
ing two buildings, the officials as- 
sert, it is the largest baking estab- 
lishment in the world and the 
largest manufacturing plant in 
New York. It has twenty-one 
acres of floor space. 


Goop advertising is all founded 
on business experience. Poor ad- 
vertising usually fails for lack of 
it. Sometimes the man who writes 
good advertising has the business 
experience. More often the writ- 
ing is done by a man who has the 
knack of using the business expe- 
rience of others. The manner of 
telling the story is something, but 
a ma: interested in this detail 
alone will pick and choose words, 
worry about the turn of a sentence 
seek ideas that are merely pretty, 
all to advertise something the pub- 
lic doesn’t want. Selection of me- 
diums is a vital point, but the best 
mediums fail where the advertis- 
ing is not based on sense. Poor 
mediums and poor copy will some- 
times sell a respectable percentage 
of good goods. But the best me- 
diums and copy will not sell goods 
that are against the principles of 
business. So all advertising ques- 
tions sift down to the man who 
makes the goods and knows the 
public. 





A LARGE map of New York City, 
covered with red spots, shows the 
location of every billboard and 
bulletin board controlled in Man- 
hattan and the Bronx by A. Van 
Beuren & Co., the well-known firm 
of outdoor advertisers. The map 
forms a most interesting exhibit, 
and is supplemented with informa- 
tion regarding the service offered 
by the company. This includes, 
besides bill and bulletin work, a 
distributing system, card tacking, 
the placing of small signs on bust- 
ness places and on the tops of bill- 
boards. A. Van Beuren & Co. 
claim that they have the largest 
billposting plant in the United 
States. Besides that in New York 
the company has outdoor adver- 
tising interests in Newark, Eliza- 
beth, Perth Amboy, Orange and 
Plainfield, N. J.; New Haven, 
Memphis, Chicago, Brooklyn, St. 
Louis, Louisville, Allegheny, Char- 
leston, Peoria, Rock Island, Mo- 
line, Rockford, Aurora and Joliet, 
Ill.; Davenport, Muscatine and 
Burlington, Iowa; Huston, Texas. 
Contracts are taken for outdoor 
advertising throughout the United 
States, Canada and Cuba. 
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Tue Albert Lewis Advertising 
Agency, Temple Court, New York, 
has opened a Chicago branch at 
521 Medina Temple. 

Ease is better than grammar in 
writing publicity. Thackeray is a 
good model for adwriters. Any 
paragraph of “Vanity Fair” shows 
repetitions and cumbersome con- 
struction that would be censured 
by a teacher of rhetoric. But 
Thackeray tells his story, and this 
loose, unpolished style amounts to 
personality. When he wrote the 
story of Becky Sharp he was un- 
doubtedly so absorbed in her life 
that he could not have stated three 
set rules of grammar on a wager. 
To state the facts—that’s the point. 
Grammar follows written lan- 
guage, not language the grammar. 
If an adwriter has rhetoric upper- 
most in his mind when he writes, 
the production will be precise, 
rounded and faultless—but there is 
very little chance of its being ad- 
vertising. Think of the goods. 
Tell the story. 


THE Indianapolis Adscript Club 
was organized recently in that city, 
the avowed objects being “help, 
harmony and mutual admiration.” 
The membership is limited to those 
who write or manage advertising, 
and the club is said to be the only 
one that imposes this restriction, 
with the exception of the Adwrit- 
ers’ Club, Washington. Officers 


elected were: Donn V. Smythe, ad- J 


vertising manager New York 
Store, president; G. W. Gribble, of 
National Correspondence Schools, 
vice-president ; Horace E. Ryan, of 
L. S. Ayres & Co., secretary; E. P. 
Clancy, of H. P. Wasson & Co., 
treasurer. Among the charter 
members are H. H. Paramore, edi- 
tor Bank Notes (Levey Bros. & 
Co.); John T. Saulter, secretary 
Merchants’ Association; Frank S. 
Chance, Indiana Dry Goods Com- 
pany; E. W. Chaille, Stafford En- 
graving Company; Joseph Traxler, 
Kahn Tailoring Company; Russell 
Seeds, of Atlas Engine Works, and 
E. F. Sutherland, of E. C. Atkins 
& Co. There are about sixty men 
in Indianapolis recognized as pro- 
fessional advertising writers and 


Managers. 
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Mr. Horace M. Forp, of 1151 
Marquette Building, Chicago, has 
been appointed Western advertis- 
ing representative of the Peoria, 
Ill., Journal, Mr. C. A. Allen hav- 
ing resigned. 


Tue Nolley Advertising Agency, 
25 West Saratoga street, Baltimore, 
Md., wishes to receive current rate 
cards from all magazines and news- 
papers, their files having been de- 
stroyed in the recent fire. 


Mr. W. S. Carter, formerly 
editor and manager of the Indiana- 
polis, Ind., Locomotive Firemen’s 
Magazine, has been promoted to 
the position of Grand Secretary 
and Treasurer of the Brotherhood 
of Locomotive Firemen. Mr. John 
F. McNamee succeeds Mr. Carter 
as editor and manager. 


Mr. J. Burton WarreEN, who 
for a number of years represented 
the Springfield, O., Farm and 
Fireside in the western field, is 
now traveling advertising represen- 
tative of the St. Louis, Mo., Wo- 
man’s Farm Journal, with head- 
quarters at 66 Hartford Building, 
Chicago. 


TRADE PAPER TRANSFERS. 
‘Among recent sales negotiated by 
Bmerson P. Harris are the following: 
Common stock in the Engineering 
and Mining Journal, $297,000, sold by 
W. J. Johnston to H. M. Swetland. 
Tobacco, weekly, sold by T. H. Delano 
Publishing Co. to Col. Charles H. 


ones. 

Cold Storage, sold to_Dr. Senner. 

Light, sold to L. S. Bigelow. 
———_+>>———_——_ 


Any young man or 
woman who reads 
Printers’ Inx thoroughly 
and _ persistently would 
certainly be greatly bene- 
fited by it, and I have no 
doubt a good poidiitions.| 
man might be develope 
by confining oneself to 
Printers’ Inx.— Hugh 
W. Montgomery, General 
Manager Record, Phila- 
delphia, February 27,1904, 
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At the Sphinx Club dinner to 
be held in the East room of the 
Waldorf-Astoria on March g the 
subject for discussion is “What 
js Advertising?” The principal 
speakers will be Don C. Seitz, on 
newspaper advertising; Thomas 
Balmer, on magazine advertising; 
Artemas Ward, streetcar publicity, 
and O. J. Gude on outdoor display. 


THE large windows of Gardner 
& Vail, the laundrymen, opposite 
Wanamaker’s, on Broadway, are 
known to thousands of people in 
New York and out of town. A 
Printers’ INK reporter recently 
asked Mr. Vail why his firm occu- 
pied a whole building on Broad- 
way to carry on a business that 
could be conducted in a side street. 
Was not the difference in rent 
enormous in the course of a year? 
“The difference in the quantity of 
business that we get here more 
than pays the difference in rent,” 
was the reply, “and the window 
brings that extra business. For 
years we have kept our largest 
ironing machines in those win- 
dows. With no other display, or 
even a window card, they have 
made us known all over the East.” 
The Gardner & Vail laundry is 
p culiar in that it handles nothing 
but collars and cuffs, washing and 
ironing these by a process so thor- 
ough and satisfactory that work is 
sent by agents from points as far 
as New Orleans and Denver. A 
large mail order trade is also done, 
atrons who have lived in New 

ork or who know the establish- 
ment sending on boxes of soiled 
collars and cuffs by mail, receiving 
them within a week or two. In 
S me cases a large box containing 
several hundred collars and cuffs 
is sent twice or three times a year 
by express. This mail order busi- 
ness extends to the Pacific coast, 
and is probably unique in the laun- 
dry trade. The firm restricts its 
operations to collars and cuffs be- 
cause they represent the most pro- 
fitable articles that come to a laun- 
dry, and because they call for the 
greatest care and skill in handling. 
If a man’s collar and cuffs are 
properly done up his comfort is 
assured. 
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Ir you have an offering that is 
a genuine bargain it contains an 
element of surprise that is valuable 
in advertising. Don’t put all the 
surprise in the ad, however. Keep 
back half for the people who come 
to buy. Big values on paper are 
forgotten to-morrow, but the big 
value that is delivered to a pur- 
chaser is remembered for many a 
long day. 

Many people who took to break- 
fast foods with a relish when they 
first came out have since tired of 
them and gone back to old-fash- 
ioned oatmeal or wheat foods 
that require cooking. Such peo- 
ple find it difficult to see how the 
breakfast foods are to be anything 
but a fad, and usually predict a 
speedy end to their vogue. It is 
said, however, that new factories 
are being built and new companies 
entering the field. The trade is 
growing steadily, according to the 
breakfast food makers, and surely 
they ought to know. Some folks 
say that breakfast foods are all 
alike, but this is disputed by the 
makers. Enzyme, the active prin- 
ciple of barley-malt, is combined 
with cooked wheat in making the 
foods. Enzyme is expensive, and 
in some brands it is used sparingly. 
There is also a certain trick in 
toasting the flaked kernels of 
wheat after they have been cooked. 
Skill and experience are needed to 
produce an even, acceptable grade, 
and the superintendent of the 
ovens is continually testing the 
output as it passes through. These 
and other technical details give a 
variety to each food, so that they 
are not so nearly alike as their 
names. Advertising has promoted 
large sales of the leading brands, 
but that the vogue is not due to the 
curiosity aroused by wide public- 
ity is shown in the fact that small 
plants, spending modest appropri- 
ations to exploit their product ina 
single State, find the demand grow- 
ing beyond the territory in which 
the advertising runs. So, while 
there are evidences that the break- 
fast food is an oddity, doomed to 
pass away in a few years, there are 
also good proofs that it is becom- 
ing a staple article of diet. 
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A neat booklet with general informa- 
tion about its departments and service 
comes from the ne Trust Com- 
pany, Plainfield, N. 





“Prorits in Ice Making” is a straight- 
forward, convincin a ectus for a new 
ice Pia projected b e Glenmore Ice 
and Coal Co., Phi edelatila. It was 
written by Benjamin Sherbow, that city. 


—_+o—___——_ 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 10 centsaline. Must 
han in one week in advance. 


WANTS. TS. 


TED—Press for roll roll Tr, et re- 
Wana. “ROLL PAPER P| care Pi. 


DVERTISER of business that tripled sa pies 
desires change. “EFFECTIVE,’ 


NTED—Dail r in Western town; nai 
grt balance Phortange. “H. J.” P. O. 
Box 672, . York. 


ANeED—Catoage representative for West- 
farm per Pot 10,000 circulation. 
NEBRASKAN, Ansley, Neb. 


Weed tim | epider eo as editorial by ood or otty 
dress “B, '. ” gare Printers’ Ink. 


Mo than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


wus buy a weekly or monthly periodical of 
lished standing in New ¥ Be City, one 

of cane eaaien preferred. * care P.I. 
kg om pow! to cagnes a in adwrit- 
7) close student and 

deep thinker. “RESOUR SOURCEFUL,” Printers’ Ink. 


IERNALD’S NEWSPAPERMEN’S EXCHANGE. 

— 1898, represents competent work- 

ers he all departments. Send for klet. 368 
Main St., Springfield, Mass. — Mass. 


DVERTISING SOLICITORS wanted. Active 

i t, ww ---¥ getters. Good commission. 
Old, iable crag wpaeee- Address RETAIL 
DRUGGIST, Detro 


yw numbers of PRINTERS’ Ink, Profitable 

ag nee oN Current Ad ing, Ad- Sense. 

Fame. State what Potted have and best. peice. CASH 
A. HARRIS, 53 iden len Lane, New York. 


'ANTED—Position on web press by young 
man having three experience on 


gee le web. tisfaction 
ROWN, 276 Wayne St., Jers St., Jersey City, N. J. 
ANUFACTURERS, Publis La eh and Inventors 
circulars of 


—Kindly 
4% meets, one fantity r prioce, to a good 
eld. 4 & co., uth Hampton, 
a Fn bare B 
ANVASSERS WANTED—Skilled men and 
women make $1,000 per month taking sub- 
scriptions and advertisements and making 
writeups for NORTHWEST FARM AND HOME. 
North Yakima, hi 


Ts ttenti bi advertisement 

writers is directed to the offer in this issue, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


Position as adwriter—assistant or manager. 
Correspondence courses and some success- 
= sapertence. Excellent references. Will ac- 
pt smal! as assistant to successful writer 
ofe extensive advertising. “ C. T.,” this office. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 

and ad managers should use the classified col- 

umns of PRINTERS’ INK, the business journal for 

ees. Fe gr "weekly at 10 pee S8t.. 
bes York. ‘Such advertisements will be inserted 





cents per line, six words to the line. PRINT- 
uae INK is the best school for advertisers, and it 
reaches every week more emplozing adv Cay 
than any other publication in the 
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0 YOU WANT A CARTOONIST—one who 

can pick the “big” news of the day and put 

it in a form impossible to misunderstand—one 

who can draw cartoons that interest all classes? 

Samples furnished. Address “‘T. H.,” Printers’ 
Ink. 


DVERTISEMENT WRITERS, especially 
ginners, will have an one gt al opportu. 
nity to demonst; perete their abi make 
money. by writing to us. We wilt tell you hov 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter than years of ordinary experience. 
ae today: 


Write 
& CORBIN, 
suite B B 0 Ta kane a rie Bidg., 


LERKS and thas wins =o common school edu- 
cy only. who wish to qualify for 

eek and over, to write for free 

lorsements 


from unos 
fills $8,000 place, another $5,000, and any number 
earn $1,500. The best clothing ad writer in New 
ecess within a few months to 
moe ings. Demand eee supply. 
‘Sngace H. POWELL, Ad and Busi- 
82 2 Temple Court, ew York. 


ae ee FOR AUSTRALASIA. 
Wanted, the exclusive rights for Australia 

and New Zealand for novel and up-to-date ar- 

ticles, suitable for mail-order business. 





We are 
represented in each city . | a == 
and have special facilities os ae ing and 

plac A ~ best a tage. Send 
} pene es and ~ E.y Only exclu- 


os Tiehte for Australia and New Zealand enter- 
Address CARIELA Fee marany . LTD., 164 
Pitt Street, Sydney, N. 8S. W., Australia. 
TEWEr Ares, aaa advertising man of fif- 
teen years’ experience, now holding one 
tion with large New York City newspaper, will do 
ODD 
Joss 
in advertisement wri Roontng: 06 
ing campaigns, givin ead 
DO NOt ae 
Address at once i. 
P.O. Box 1878, ew "York City. 


A ARE YOU SATISFIED 
with a present postition, or enlaryt If 








not, write nearest office f r booklet. e have 

gs for rine, je, dering 
Techni 

Clerical and yt Ty men of ant kinds. High 


grade exclusive! or, 
HAPGOODS (IKC.), 
Suite 511, 309 bantam New York. 
Suite 815, Pennsylvani: 2 Bide. Eats. 
juite - Monadnock Bldg, 
Williamson Bldg.. "Cleveland. 
me Bidg., Seattle. 


i  . 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
— - ++ 
PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
— ee 
MAILING MACHINES. 
T= oes MA TOHLESS Mae Hehtest and 
qui Price $12. ENTINE, 
Mfr., 178 Vermont ber Buffalo x? tigen 
———+9+—___—_. 
TYPEWRITTEN ITTEN LETTERS. 
| fg tty typewritten let letters which are 
fect imitations; samples free. SMITH PR) NT. 
ING CO.,812 Broadway, Toledo, Ohio. 
—_——_—__<+- -——_ —-_ — 
CARBON BON PAPER. 


pen ag non-' non-blurrin Ting carbon paper 
quays D'S CA ‘ON 
PAPER ORKS, 123 Livesty Bee New York, 
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ADVERTISEMENTS WANTED. 








HyAnoware DEALERS’ MAGAZINE. Circu- 
lation 17,000, 258 Broadway, New York. 
+o 
COIN CARDS. 


PER 1,000, Less tor more; any printing. 
$3 THE GOIN WRAPPER OO. Detroit, Mich. 
PROGRAMME FOLDERS. 


pmosasnns and Marriage Folders, 50 
nt. lower than ae House in A? America. 
Beautifully embossed a Bes xr 100 up. 
Samples, NO SAR CO., 
138 8, 6th Bt Philade iphia. 





—_—_—_ Oo 
ADDRESSING MACHINES. 


A DRRRsING MACHINES—No type used in 
Wallace ~ 2 i andreming machine. A 
e 
hout the count Send 
forcirculars. WALLACE & CO., 20 ary. 8t., 
New York. 





INDEX C4 CARDS. 


Ee"Gara ind pagdere business nowadays uses the 
J system, Weare manufacturers 
retailers “4 Index Cards, Guides, etc. Write 


for sample sets and prices 
seAnDA D INDEX CARD CO., 
02 Arch St., Philadelphia, Pa. 


itself ticle 
BUSINESS STAT: STATIONERY. 


WANT to send amples of en of engraved business 
stationery—steel die embosving—to discrimi- 
aatng business men who apprec' the impor- 

of using letterheads that must create 
ierorehte impressions. ee Special 
prices if you mention Printers’ Ink. 
Send for samples of fine social stationery, call- 
ing cards, wedding invitationa, etc. 
JAM BROMLEY, Stationer, 
53 Maiden Lane, N. Y. 


ao oe 
PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new thi 
For all those for which an inhaler is 
—_s Lek glmny tever was. It isa germ 

rorer ane opener, a remedy for colds 
tonal js, bronchitis asthma, hay fever an 
every disease of the throat, nose or air passages. 
sae Gane o gargief + ore throat. a... fain 50 


by mail b manufac 
fiw address THE Rit RI PANS CHEMICAL 
Y, No. 10 Spruce 8t., New York. 


eeigrote 


— ee 
HALF-TONES. 


ERFECT copper half-tones, |-col.. $1; 
10c in. THE YOUNGSTOWN hie x 
GRAVING CO., Youngstown, Obio. 


E ee mae to estimate on your half tones 
either for the newspaper or other work. 
STANDARD. ENGRAVING .,61 Ann St., New 
ork. 


EWSPAPER HALF- \LF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash ‘accompanies the order. 
Bend for pemniee 
KNOXVILLE ENGRAVING OO., Knoxville, Tenn. 
eaieseeneaiiaitiiindntaeeinan 


HOUSE-TO-HOUSE DISTRIBUTING. 


AM placing millions of pieces of advertising 

matter from house to house throughout the 

States for many of the leading and 

most corservative general advertisers. Last 
year I placed over weep million pieces. 

I offer all advertisers the ouly pres proven national 
distributing service that has made good. = 
small boys or bill posters con ected with 

Only men who make distributing thelr 
exclusive business 

If you have never tried my line, tell me what 
you have, territory you cover, and let me make 
a test d jatribution. I know something about 
selling, trade conditions, etc., and will not ac- 
cept your order if I donot think I can make it 


pay you. 
National onal Adv iin Diet Eripote 
vel uit 8 Char is r, 
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DESIGNERS AND AND ILLUSTRATORS, 
pers Sangh iltustratin ing, engrossing, 


"THE KANBLE} GUEY GruDib, 


~ ENGRAV. VING. 
Appens | gr th ay, 6o., oP od Louis, 
SIGNS FOR A me ADV ER! ERTISERS s AND marae, BE 


hing ke eee 
Bway, tye 


—_——_+or—__—_- 
LITHOGRAPHY AND TYPOGRAPRY. 


i Se. blanks for bonds, cortie. 
rinti 44 ‘Be Mp ES 7 opin at 
. Sen r 
liam 8t., New York. a 


TH 
INSTRUCTION OTION BY MAIL, 
UMAK NATURE TAUGI TAUGHT th 
HE age eS cd 
ATURE, Athens, Georgia. van 
JOB PRINTING SPECIALTIES, 
suTED--O0e (on n 
W “own vo andle” tno Tatgttend 
printing “department Seaey sale establ 


ent customer for minted state! 
TR. ADAMS & CO., Detroit, Mich. mea 








MANIFOLD FOLD PAPER. 


LARK’S Reval Manifold Paper is the best 
made for exact of keeping a 
copies of oe i yong saovers 


pose: 1,°00 she 0,000 ts 
LARK & ZUGALLA, #8 ¢ Geld Street. New York 


BULLETIN BOARDS. 


ALL BROS., 115 Dearborn S8t., Chicago, lll. 

Builders and Painters of Railroad Bulletin 

Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago, 





astieundeneniphiiiateaadmandye 
NE WSPAPER Bi BROKER. 
—— and sellers of ne of new r 
. Soneeer % to their mutual advantage, 
without pu Pee = faa ist 
Can borer of. aaa Tenand't oe ST f ingaFon, 
Michigan Newspaper Bro! aR 5). 


oe 
SPECIALTY PRINTERS. 
RINTERS—Our ine of of italia gat Ho comenyan 
announcements attrac nd for 
samples. HAL MARCHBAS sees Pian SHOP, 
on the Tow Path at Loc 

RINTING FOR ADVERTTaRRS -Good, 

attractive matter pro 7, 

BARRE 


for samples. 
SHOP, on the Tow Path at Lockport 


ANTED—A solicitor for hile pen 


ecient "8 buf SHOP, SHOP, on tie To na 


ee 
BUSINESS OPPORTUNITIES. 


A MONEY MAKER 
I have an original copyrighted — 
dea which has cleared me Bo Ky 
investment of less than ly. Any in in: 


Send 
—— 








telligent man can work it. q tein send sam 
full information and right to manufact™re — 
‘0 interference with your 


my copyright Ld $5. 
present occupation. Ask for free descriptive 


cire 5 
EMERSON DE = Des Moines, Ia. 
HE MAIL-ORDER WAY WA 


HE ONLY WAY 
Iti inviting, legitim: pF fs rou 
oan nv t ate and congenial 
ness. Subscri ben to the Mail-Order j ournal, In 


six years it aa hundreds next to 


money. Three at trial, fifteen cents. 
mp ty salar toe ER, 
Room r Building., 
” Chicago, 














wv 


~eo™ 


—o ee ae 


eo 














CLASS PUBLICATIONS. 


WARE DEALERS’ MAGAZINE. 
FE eion 17,000, 258 Broad 


way, New York. 


PRINTERS. 


OOKLETS pt million. Write for booklet. 
B STEWAR' E88, Chicago. 
ALOGUES = rinted in large quantities. 
CO Write STEWART PRESS, Chicago. 
INE, inflammable substitate for lye 
D°xa Bensine. °W ill not rust'm: xi~ or hure 
the hands. R ee improves the suction 
of we ollers. For reals by the trade. Made by the 
DOXO MANF’G. CO., Clinton, Ja. 





ADDRESSES FOR SALE. 


1 45 Re yD D. Gute names; Ohio, $1. Z. X. 
d 'Y. Maryville, 


10,000 MEP a. 


poe ‘A FARMERS HAVE THE 
Set OOROffer them anything by mail that is 
all right and they rips Try them a with cnr 


teed list t's. 000 cream. shi 
{THE WESTERN ADDRESSING 66. Lock Box 
456, Millbank, So. Dak. a 


BOOKS. 


EST FOR PRINTE ADS ERTIONR. AD- 
By any, Printers”; 40pp. 
Printers’ 


ractical, co! — eo 
Manual. ’ “Pall thes a values.” 
e., ee: |. OCHER, Tecumseh Si., 
Dayton, Ohi 





WHEN PAPA RODS | por’ TRE GOAT. 


blues to send 25 conte for a a to thea’ 
ress. 
PRINTERS may have copyright sia ae cut 
eatalogue free. ref 





SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more ma 
cut inks than any other ink bouse in e 


trade. 
Special prices to cash ae ee 


» op wash. A 
nd. er ‘or iyo and. be t man é 8 weed oe can 
t your an UL 
wil x obber put the old Pollers lik like 


DOXO'M MAN’F’G OO., Clinton, Iowa. 


GTOKY s as Paste ¢ can be made and ready for use 
adding cold water to Bernard’s 
anata 9 Pow er, — it the eon 
paste for rposes. We furnish free sample 
and = I you how to ae it, because its mnnw 
speak f Sans? carries sam 
Sirehare in the | a ee 8. BH AGENCY, 46 N st State 
8t., Chicago 





PAPER. 


B BASSETT & SUTPHIN. 

45 a St.. New York Ci 

Coated pa ity. Diamond 3 Perfect 
White for bi high-gr le catalogu 


A AVOID BUSINESS petites 

Use manifol stationery for orders, 
and al < work. Get our prices 

for what you_use may want to use. Hano 

quotes low. HANO. is always looking for new 

—_— and new solicitors in unoccupied ter- 


Manifold business systems made by Bano. Man- 
ifolding shipping and order systems by HANO. 


ARBON PAPER. 
ing you could use ali day long with- 

vo ccling be 4 rm sharp, be — =m 

could make clean, 8 lant copies 
and that wears like iro 

PHILIP "ANO & CO. 
806 Greenw: 4 S New York. 

315 Dearborn 8t., Chicago. 
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DECORATED TIN BOXES. 
[HE appearance of a package ofttimes cette ts. it. 
T beautifully 
boxes can be decora' and how chea: they. —- 
until you get our samples and quot one. Last 
ear we mad o ngs, over 
nm million Cascaret caret boxes and five million vas- 


boxes and caps. Send for the tin desk re- 
minder called “ Do Te Now.” oft is free; so are 


any sam desire to see 
° ire CAN STOPPER COD COMPANY, 
ater Street, 
Brookl, New York. 
ete largest maker of Tin Boxes outside of the 


FOR SALE. 


rae zone ‘hts for a newly nted 
advertising de vice. tcksere on 


applicat 1AL DEVELOPMENT 
COMPANY, 916-918 N v. 30th St., Philadelphia. 


= SALE—Hailf Bally a BR Pig — 
newspaper. 8 ° janday 

is 15 years old. e three f fortunes. 
7.2 ot about 10,008 fr Ww. B. ROBINSON, 
k, Mass, 


Fvtnd SALE—On account of death of proprietor 
THe EMINENCE Co! 





founder of NSTITU- 
aye gay 1868), rs and plant 
will x or wspaper is 
Ing sold with Faring Job depart _— 
ae G, A rie tes SON HOLLAND, Ee ceter, 
Eminence, . Ky. 


OE PERFECTING PRESS for 4or 8 Paget 
with complete stenenty ping a 
class condition 


CAPITAL PRIN TING'OO., Was Washington, D. C 


r. 


~~ 
ADVERTISING NOVELTIES. 


pocs=t. Wall 4x7, 1,000 for He we bon, 
ad. “ Wear Yeather. NK 
Por 5th above Chestnut, Phitadel 
Advertising Novelties—A cecal ider, 
3 EN a i ee + Case. 3 sam maple: 
10c. Agents wanted. . J. Cc. K ON, ‘Owego. ~ 


A yp OF THE * TIME cy Amy Pulvero' 
Write for sample ond 
CO., Rochester, N. Pee 
tising Novelties, etc. 
RITE for sample and price new combination 
Kitchen Hook and Bil! File. Keeps your ad 
before the housewife and business man. THE 
WHITEH ay & Lp al CO., Newark, N. J. 
Branches in all —o 
4 Rew ARP. “Fae Counter e Prize 
oD Puzzl Purl e. The greatest Httle’ad novelty out. 
is pomennens. 
Sample 137 a tor * camp. ERO DATE MFG. CO., 
HE A Ne Sraaibar ind Indicator is seen often- 
er, lasts longer and attracts more 








Celiuloid Adver- 


ALFRED HOLZ 


ITHOGRAPHED | weathe caine nearnna cai 

’s dress and ey pantaloons change 

— with the weather, Can be mailed. One of 

ost lasting and attractive advertising nov- 

elties out, Four d 8. Samples and ices, 

} le and pi ices our “ ie Wallet.’ 
200, “Little Traveler” (catalogue), 4c. 

Pat POLLIDAY NOVELTY ADV. WORKS, 

nox, in 


SE ND 50 CENTS for a sample of the finest little 
advertising novelty, subscription premium 
and convention —. ever Pffered to fpr: 

lishers and advertise A TOOSE LEAF PER- 
PETUAL VEST- POCKET MEMORANDUM BOOK. 
Absolutely new and up-to-date. Special prices 
in —. Do not fail to investignte are 4 


nd send 50 cents for sam book. A 
wanted TENGWALL’ FILE & LEDGER Coe 
Chicago, Ill. 
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PUBLISHING BUSINESS OPPORTUNI- 


NE of the few great chances to acquire 

nvestment a publication 
which should ay og worth hundreds of thou- 
sands of do dollars is now available. For $25,000a 
weekly ht which, with little or no 
additional, = copie vested, should become one 
of the ¢ ane Sends © papers | an cae soouney. i It 





is al reany. 
HARRIS, Broker in Fu *abbiching hing Property, 265 
Broadway, New Y 

PREMIUMS, 


RINEK SCALES make useful premiums, Com- 
pleve line. Send forcatalogue. TRINER 
SCALE & MFG. ©0,, 130 8. 130 8. Clinton 8t., Chicago. 


FP premiun PENS are alw always in demand for 
iums. Af ~ o gunepatecs rfect 
write  AANSOM, buat Grove Groveland Aven Chicago. 


Fone SRALTs } NEW PREMIUM CATALOG, 

contains musical instruments 
a special cheap 
of Kad — 


+4: 





of all dewertp ona. aun worth 
machine; $20,000 oa 
guitars used in a si car br op rm for 
rerslums. Write for og FI “PRE mia Chit, 
on & Healy, 190 Wabash A\ 


EI, LABLS goods are sare trade nwo 
sands ve premiums suitable for 
pastiche Sd others from the foremost makers 
S waeceae deaiers in jewelry and ey 


Thou- 
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METAL LINE - egpoer Be. 


TANDABD brass ange 0 
order, for nows rs, ‘ertisin 
rinters, etc ae are Tppecaliste M Cn ee sore 


nd se. for ss oom ple’ meuatre in Care 
ca an a 
OLE CO, S16f Hhodloe Ane. rine ANDAR 


phew otro 
MAIL ORDER, 


OR 50 outs, t will send 
scheme pong = 
30 days. Kanne, 1017s Ni-1f1 La Salle St 


AT -ORDER MEN, MIXE DA Sn AND YUBLISH- 
RS: I will honestly mail your circulars, 
gubseri jon ry ete, , at 10c. per 100, $1 per 


ey and 
“DANA M. B. 
ep’t. a ac: Minn. 


AIL-ORDER aivantivens ny house to 
house povertising: it will pay you big. Our 
men will deliver ion eircu and 
direct to the mail-order jon al — can reach 
geome who never see a any description 
rom one year’s end to Another. 
reached the rest is We have 


‘ou a legitimate 
mail rar 
Chicago, 


e hands sired class. 0 
DISTRIBUTORS" DIRECTORY will be sent free 
of cts di to advertisers who desi: rot make con- 

trac e 





600-page list price 
iblished annually issue now ready; free. 
. F. MYERS CO.. iw. 48-50-52 Maiden Lane, N.Y. 


—_+or——— 
ADVERTISING MEDIA. 
CENTS line for gevertising in THE 
JUNIOR, Bethlehem, fF 
ARDWARE DEALERS’ lucas Circu- 
lation 17,000. 253 Broadway, New York. 
RITE to us about “22 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


AS GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 





RE oar anybody! Then advertise in ANY- 
B DY's! GAZINE, Peekskill, N. Y. Copy 


“ANY pe person ‘eevee in PRINTERS’ INK to 

the amount of $10 or more 1s entitled to re- 
ceive the paper for one one year. 

pts GOODS REVIEW, 506 Security Bldg., Cbi- 

to country merchants. Sworn cir- 

gulatien.; ; adv. rate, $1.50 an inch, 10c. a Jine. 


yy TALK, Ashland, Vregon, h 

teed circulation of 4,500 Soples ¢ 

Roth other Ashland papers are rated at at less than 
1,000 by the American un Newspaper D’ tory. 
HE BADGER, 300 Mont Montgomery Bldg. 

wens, Wis. he 4 onthly bg 

genera). 000 coples, cents a line. Forms 

tive 250. Ask your “ond about it, 


CENTS for 30 words, ' days. ENTERPRISE, 
Brockton, Mass. Girowistion. 9,000. Car- 
ries a solid 
pers are cli 


of wantads. Want ad newspa- 
1,000 1000 Tong rch thecastern 
e Travelers’ 





issue. 


to the —- of the people. 
estern sections 0 Railway 


Gu ide. Write for -—¥ KF to 24 Park Place, 
N. Y., or 158 Adams 8t., Chicago. 


0, 00 GUARANEEED circulation, 25 
cents a line. That’s what the 
PATHFIN pe omers the advertiser every month. 
Patronized by all leading mail-order firms. If © 
‘ou are advertising and do not know of the 
ATHFINDER, you are missing something good. 
“ for sample and rates, THK PATHFIS KR, 
Washington, D.C 


10,000 


mux i — of the best- 
ctual sworn average, 3, 
10,000 copies of this number ordered 
ons alk ‘tribution, jomne may A. 
e as regularly, 25 cents per 
shar cent — 5 wo nt an 
rand gene vertise: 
Address ERIE | PEUPLE, 


GUARANTEED. Gpeaiel Gommane 
Number, March 19. The ERt PEo- 
known labor apers leet 

es 


aa 


Forms close March 15. 





rect —: ne, Seance. ran- 
ence solicit 
WarfONat ADVERTISING’ CO, 1 00 ‘Oakland 
Bank Buildi Chicago. 


—_+op——__—— 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 39th and Langley, Chi- 
F cago, writes advertising your way-bis way, 


DEAS. Pt and layouts for advertisers. THE 


Er TARBOX CONCERN, Maiden, Mass, 

Do azt'inePoite hom Yor got ME tae 

Shelby, lowa. f 

J tis K. CRAIG, promoter af teticions adver- 
nm | 4 ey kind, 902 Columbia Ave., 





nomad wane SIEGE ANDERSON, 10 Mor- 
ton St., _ York, writes good trade paper 
advertisemen’ 


PRCLAL cuts and fenctal writing for 
retail business, Very low rates for 52, Wid 
LEAGUE, New York. ad wine! 


RACTICAL, common-sens sense, business-brin; 
advertisements written. ae r at BLEY. 


THING, 22 Munn Ave., East 


M* xe weekly adwriting service e seth 
ness because 


write effective advartis. 
ing ; oi: 4 ad each k 


new 
RE ag tr A 


F =) SNAPPY, business-bringing ads for a ten 
*).4 dollar bill. Last you a business, 
I know how. (Late with big New - agency.) 

RROS, 208 W. 109th Si 
a York. 


4 te | winning booklets. catalogues, mailing 
rds, prospectuses, teem letters, etc., writ- 

ten, illustrated, prin rite (on letterhead) 

per a booklet, “How we elp Advertisers.” 


wD R & JOHNSON 
08 Misworth Blag., “Chicago. 


TERACTIVE, convincing, sensible advertis 
ing lite: terature is my specialty. 
[have samples of that kind which | would like 
‘ou, if through them | will stand a 
echance of winning your as 
“It’s my ay,” to inc: ra.” 
T. V. AUGHAN. STAP’ ER ” 
Writer of Advertisin, ng. Literature, 
606 W itherspoon Buil Building, Phila.’ 


Y ADVERTISING KNO KNOWLEDGE is built 
4 upon a foundation of ten years’ experience 
in editoriai and reportorial work on leading me- 
"op ,olitan newspapers. 
That happy faculty 6f ¢ oqpemivaied facts and 
serving them orate * the reading public has 
become second nature to m 





ie. 
That’s the secret of good advertising. 
J. JEROME NORDMAN 
“Ads that Add—Written Ri 
706 Tradesmen’s Building, Bitest Sobarg, Pa. 














af BS Ge kes 


— FF FT OMN Rete lass F 











soos. Wei grocery ads. Lf sell the 
M" ged rite eornd for roposi- 
tien. Ate ree MYERS, THE A Mal , Hamil- 


“ADVERTISING SERVICE, at so much per, is 
not likely to turn your investment many 
times. Each proposition requires individual 
thought in execution, and the value of brains is 
pot measured by the inch, column or page. 
Brains in every piece of work turned out by 
BOTTOLFSON, Box 256, Winona, Minnesota. 


AKE a al CIRCULARS, 

BOOKLETS and VOLDENS tor for inclosure with 

your regular correspondence. Short, quickly 
read, pertinent things best cal 

of the always busy class to 

patronage. A few good Aa tes Uistrations ae 

necessary—a crisp, concise, interesting tell dfn, 

your story, without any superfluous pad 

may be so combined with a novel and tasteful 

t treatment as to be exceedingly profitable. 

Would you like to see samples of such work! If 
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OR ten years I've been wri good business 

literature for others. Is re not some 

work I can do for you? CH. HOHN, care 
Printers’ Ink. 


I 1 wate ads on order, 
y business. 


pict suit an: 

ale originate illustrative 
—_ unique borders, etcetera. 
Price is moderate, 
from 50c. to 
to amount of work required. 
You can save money an 
sell goods by dealing with me. 


ITH CLAPHAM 
Sea Cliff, N.Y. 


[a] ARAL J ENGLISH ADVERTISERS— uent 
nquiries for samples of my work m 
Sngtiadvertioers who see PRINTERS’ INK have 


resulted in my mak. nts to meet 
these —s that Tebelieve wil | be entirely 
fh uch correspondents. I have 





, and your inquiry 
Twill be Jolensed $0 mail you quite a lot. Postal 
cards es! 1 not be no’ 
No. 4. FRANCIS I. MAULE, 402 Sansom St., Phila, 
PUT mg) NA ht tel 
ON A NG BASIS. 

What’s the use of | aepaing your good money 
for newspaper 0: PP mr os space if you do not 
fill it aS eer oa 

—y % out a booklet or folder— 
can you afford fo use the kind that goes into the 

WHOOKHE os. & COMPANY have clients in every 
State in the Union; also im England, Germany, 
South Africa and New d. 

ey prepare attractive govertanneste the 
kind that command attention and sell y 
eee map grade booklets and folders 
read and digested. 

bod you sine 42 74 a 4 of the oR 
HEES booklet—“*HO E ‘YOUR A 
VERTISING? Pay”? They’ ce ladly send itto yon 
-if you wae them on your meiner en 

ORHEES & CO. NY, 
Sane in “Your advertise, 
orton Building. New York Ci ” 

7. AD saying I would revise and rearrange, 

unattractive catalogues, booklets, folders 
blotters and other printed things for a dollar 
or so brought mea bunch of the worst literature 
lever saw, also a few of the ordinary kind and 
one or two specimens that were really good. I 
am well pleased with the results of the first ad, 
and feel safe in saying that the parties who paid 
me for my suggestions and alterations will con- 
sider the money well invested—if instructions 
are followed. 

If your literature seems full of “kinks,” or is 
“flat” and uninteresting, or if the typography re- 
sembles a type-specimen sheet, send it on, and 
lV’ tell you what it will cost to shape it up so it 
will look better, read better and pay better. 

If you care to pay the price, I will set the type 
the way it ought to be (in my own print shop) 
and have electros made. These can be handed 
to your printer, saving cost of composition when 
the literature is printed. The cost of this work 
is based on amouut of typesetting and sizes of 
electros. 

It may interest you to know I am a practical 
printer with fifteen years’ experience, own half 
of a good-sized modern print shop, have had six 
years’ experience in the advertising business 
and give personal attention to all advertising 
literature —both the writing and printing. But 
blowing my horn doesn’t prove my work is good 
—a large or small order will, however. 

Make a memo of my name and address before 
you lay the Little Schoolmaster aside. 

LOUIS FINK, JR., 
Maker of Profitable Business Literature, 
Fifth Street, above Chestnut, 
Philadelphia. 





forwarded to the London office of the Iron 
AGE, Hastings House, Norfolk ae pm 
very extensive line of Samples of Commercial 
Literature, such as logues, ice- Lists, Cir- 
culars, Folders, Maili Slips ant Cards, Envel- 
opes, ete. oe. Ente — advertisers desi to 
pag) altogether unique collection are cor- 
= ly invited to call at the above address, where 
it will be shown them. c. on shall 





e r, pleased to rece’ 

mples of such advertising matter as it is 
thought might from a reconstruction along 
lines by any of my said samples, 


When @ ac’ ing x 4 stion please be 
careful ——_ refer finitely and with precision to 
hex cular sample or samples that were fav- 


orab ed. 
E-1 Bf NCIS I. MAULE, 40 402 Sansom St., Phila. 
od lg CONSTRUCTORS 


Amate d other). 

R THE BEST ADVERTISEMENT. 
100 For THE SECO 

EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of en encouraging amateur a 
vertisement constructors, as well as inviti the 
aid of the masters of the profession, the Ripans 
Chemical Company will, within the ‘hhext twelve 
months, pay ten dollars each for fifty-two adver- 
tisements submitted to them ey think 
good enough to be worth using, and from day 

p' and at the end of a year—viz., 
December 2, 1904—will award and pa: in 
cash prizes for the six best and most effective 
adve: ments that have been submitted. 


The advertisements “of the Ri Tabules 
have been before the public for twelve years. 


They were the first largely advertised propri- 
etary medicine ever sold 1 in tablet form, 


They were the first remedy for yd pee ever 
successfully popularized th through advertisi 


They are the only proprietary medicine sold in 
the drug stores at so low a price as five cents, 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a of the remedy. bave 
been received at office 0 e Ripans Chi emical 
Company in twelve months. 


A hundred million Ripans Tabules have been 
t drug 


purchased a‘ stores in the United States in 
asingle year. 
very d store in J America sells Ripans 


is 
a 
Ed 
So 
a 
4 
S 
& 
3 
i 
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2 
HE 
z 


pans ie Each case has w 8 pe- 

ar points, but when preseaived to the pu public in 

oa advertisement a jpeals to thousands of others 
wecteny like it who aaa ene ae compe 


in t P 
The rem a Ay) cures or rejieves one is a boot 
to every other aaron living under similar con- 
ditions. The advertising value of individual 
cases can hardly be overestimated. 


Address all communications to 
cate. H., THAY PRESIDENT, 

E Ri PANS CHEMICAL COMPANY, 

No. 10 Spruce 8t., New York 





ASSISTING THE SALESMEN AND SECURING 
DIRECT MAIL ORDERS. 


T= question of how to make the salesmen’s 

work more effective in strongly competi- 
tive territory, and how to draw out direct mai 
orders from the sections that the salesmen do 
not cover, is seriously engaging the attention 
of a great many enterprising business men 
nowadays. 

Competition in almost all lines is getting so 
strenuous that the salesmen find it more difficult 
every year to get orders because “it’s them,” 
or because they represent “the leading house in 
the trade.” 

The cutting of margins of profits all around 
makes it out of the question to permit an ex- 
pensive staff of drummers to cover the smaller 
places in between the big jumps. 

We have had long experience in helping travel- 
ing salesmen to sell through the aid of auxiliary 
advertising, and in creating advertising to sell 
without the aid of salesmen. 

Certain goods under certain conditions can be 
sold entirely by advertising; other goods require 
a combination of good salesmanship and good 
advertising. 

We have three books treating of thisimportant 
subject. They are especially timely and forcible, 
and we shall be glad to send them free of charge 
to any proprietor or manager who is interested 
enough to ask for them on business stationery. 
No attention paid to postal cards. 

These books are : 

“SELLING MORE 'GOODs,” 8 
“YOUR VOICE CANNOT REACH EVERY 

NOOK AND CORNER OF THE LAND,” 
“CLINCHING THE SALE.” 

We plan and prepare all kinds of high-class 
advertising literature newspaper, trade paper 
and magazine ads, catalogues, booklets, price 
lists, mailing folders, cards, etc. 

We install and manage advertising depart- 
ments, devise follow-up systems, etc., and invite 
correspondence and interviews on all matters 
relating to advertising. 

EDMUND BARTLETT, 
Advertising Specialist, 
150 Nassau St., New York. 
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NOTICE. 
TAKE NOTICE, that on Wednesday, the 
sixteenth day of March, nineteen hundred and 
four, at eleven o’clock in the forenoon, the sub- 
scriber, receiver of the Evening Union Printing 
Company, will expose to sale at public vendue the 
following goods and chattels, property of the 
said Evening Union Printing Company, to wit: 

1 Campbell Rotary Perfecting Press, 4 or 8 
pages, with complete stereotype outfit. 

1 Hoe Pony Drum Cylinder Press 23x2%\ 
inches bed. 

1 Universal Jobbing Press. 

4 Gordon Jobbing Presses. 

2 Linotype Machines, with extra magazine and 
matrices, subject to an incumbrance of twenty 
five hundred dollars. 

About 2,000 Ibs. Linotype Metal. 

1 Flat Stereotype Casting Box and Saw Table. 

1 30-inch Star Gem Cutter. 

1 10-horse power Electric Motor. 

1 5-horse power Electric Motor. 

1 1-horse power Electric Motor. 

2Imposing Stones. 

About 4,000 lbs. Job Type, large assortment and 
latest faces, contained in about 500 cases. 

30 cases Wood Type. 

Assortment of flat papers, cardboard and com- 
mercial stationery. 

About 200 lbs. Labor Saving Brass Rule. 

1 medium-sized Safe. 

5 Roll Top Desks. 

Miscellaneous furniture, fixtures, tools, imple- 
ments, shafting, etc., for a complete equipment 


Anei 





for pr and including the EVENING UNION, 
a daily newspaper sixteen years old, and the 
ATLANTIC TIMES-DEMOCRAT AND STAR-GAZETTE, & 
weekly newspaper forty-two years old, and an 
up-to-date job printing plant, to be sold as a 
whole, at the office of the Evening Union Print- 
ing Co., No. 1632 Atlantic Avenue, Atlantic City, 
N. J., pursuant to an order of the Court of Chan- 
cery made in the above stated cause on the 16th 
day of February, A. D, 1904. 

Terms of sale, twenty per cent (20¢) upon date 
of sale,and balance upon confirmation of the 
sale by the Court. 

Dated February 27, 1904. 


GARFIELD A. BOLTE, Receiver. 




















CLASSIFIED ADS 


Twenty, Ten and Five 
Dollars Respectively 


Classified advertisements, set 
in pearl, beginning with a two- 
line initial letter, but cohtaining 
no other type larger than pearl, 
cost ten cents a line, twenty 
dollars a page. Did it ever oc- 
cur to those using classified 
space what a splendid chance 
they have to’ make a page, a 
half page or a quarter page 
splurge by leading or para- 
graphing copy, for twenty, ten 
or five dollars respectively ? 

Space used in this way means 
a display of its own and an ef- 
fective one. 


On the opposite page are 
shown two half pages, ata 
cost of $10.00 each for one 
time. 


“RE 
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THE BEST EVENING PAPER. 
CLARKSVILLE, TEXAS, Feb. 23, 1904. 
Editor of Printers’ INK: 

Are the New York Evening World, 
the Philadelphia Bulletin and the Chi- 
cago News the greatest evening papers? 
We have it on the authority of News- 
paperdom that they are, and your repro- 
duction of Newspaperdom’s article in 
your issue of February 17. The great- 
est may be on of the trio mentioned, but 
the best—there’s some difference in the 
meaning of the two terms—is not pub- 
lished in either of the great population 
centers. It has its home at Kansas City, 
Missouri, U. S. A. It is the Kansas 
City Star, of course, and its equal as a 
well balanced, all ’round newspaper for 
local and distant readers does not exist. 
There is not a single department in 
which it does not excel. Mechanically 
it is practically perfect from the head- 
line over the first column on page 1 to 
the last period on the back sheet. Edi- 
torially it is more entertaining than the 
New York Sun and more instructive 
than the Evening Post. From the edi- 
tor-in-chief to the rawest reporter on the 
city editor’s staff there is but one 
thought in their work—to do it right. 
Pellucid English, rarefied syntax and 
irreproachable diction come to them 
without striving, and the reader, how- 
ever ignorant of such things, feels the 
uplift unconsciously. The Star’s news 
drag-net is so constructed that nothing 
of importance escapes its silken meshes, 
while most of the dull and “unfittin’ ” 
passes through. The Star was never 
known to abandon its readers in the 
middle of an interesting news story. It 
carries them through the warp and woof 
of the case and then gathers up the 
loose threads and weaves them into 
short, illuminative paragraphs cut just 
to the requisite length. Its advertisers 
are neither outlawed nor invited to the 
front parlor to loll in the best chair and 
rest their feet on the mantel. Its clas- 
sified ads are so arranged that they in- 
vite the casual reader rather than repe? 
him. In short, its subscribers get more 
for a dime than any other subscribers 
on earth. 

This is the honest conviction of a dis- 


interested reader who never saw a 
single individual connected with the 
Star. J. J. Tayzor. 





First Printer—How did you lose your 
job? 
: Second Printer—I made some queer 
mistakes in setting up a leading editorial. 
Why, sir, they were so funny that they 
started the whole town to laughing. Yes, 
sir. Never saw people so amused. And 
yet the editor got mad and bounced me. 
That shows how genius is handicapped. 
No matter how much you please the 
public, you'll get fired if you don’t 
please the one little fraction who hap- 
pens to be the editor—N. Y. Weekly. 

~~. 

THERE are just as many good farmers 
being spoiled in the advertising business 
as in any other profession that requires 
something more than sweat.—White’s 
Sayings. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








[33 Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisenients are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser, 


{29~ Publications entitled to be listed under this heading 


are charged 10 cents a line a week. 


Six words make a line. 





ARKANSAS. 
HE Arkansas GaZETTE, Little Rock, estab- 
1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 


oa copies. 

o GAZETTE carries more Want ads than all 
wie Arkansas papers combined. Rates, Ic. a 
word. Minimum rate, 


CALIFORNIA. 
HE Torwes prints more “Want” and otherclas- 
sified {pny 2 mf = _ 
new: rs in los es com! is the 
diam: for the _— of cial intelli- 
gence th roughout the whole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum aa: Fr} cents. Sworn daily average 
for year 1903, 36,656 copies, Sunday circulation 
regularly exceeds 51,000 copies. 








COLORADO. 
E Denver Post, Sunday edition, February 
ai. contained 3,097 Want is, & totel of 
164 9-10th columns. The Post is the big Want me- 
dium of the Rocky Mountain region. The rate 
for Want advertising in the Post is five cents 
per line each insertion, seven words to the line. 


DISTRICT . COLUMBIA. 
Eg Washington, D. C., EVENING STAR (OO) 
ries DOUBLE the pa ne of Want Aps of 
any other paper in Washington and more t 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEORGIA. 


RE Atlanta Journal carries three times as 
many Wants as its chief competitor. 





INDIANA. 


J he — Indianapolis NEws in 1903 printed 125,894 
more classified advertisements than all 
od dailies of Indianapolis combined, and 

ted a of 264,123 separate and distinct 
Paid Want advertisements. 


HE Star League newspaj . Indianapolis 
Star, Muncie STAR and Terre Haute STaR, 
are the leading Sunday “want ad” mediums in 

the State of Indiana. 

The combined circulation of aan dailies is 
guaranteed to be over 130.000 daily. Classified 
rate, one cent a word per at 7: any one on 
per, or two cents per word for all three ry 
All copy should be mailed to STAR LEA SUE, 
Claes ied Advertising Department, Indianapolis, 

nd. 





KENTUCKY. 
‘THE Owensboro DaILy INQUIRER carries more 
Want ads every week than any other a 
boro newspaper carries in any month. Eightee 
words one week, 25c. 


MARYLAND. 


HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
ant Ad medium of timore. 





MASSACHUSETTS, 
HE Brockton (Mass.) DamLy E ISE 
carries more than a solid page of “Want” 
ads—30 worgs 5 days, 25c. Copy mailed free, 
age toh 
THE Minnea JOURNAL carries more 
Want ads t! : o~ other cone t paper in the 
Northwest. In 1903 the JouRNAL’s Wants exceed- 
ed any other Minneapolis daily by 55 per cent. 


MISSOURI. 


4 he Joplin Seema is the leading daily in the 

Missouri-Kansas and Zine Mining dis- 
trict. Circulation over 11,000. A page of Want 
ads. Send for sample copy. 


4 Mh Kansas City Times (thorning), The foams 
Cc it STaR (evening) oy! lo 
City’s “Wants.” The Kansas City SUNDAY STAR 
dea over, ent pages of paid Wants bef 
ey reason—because every 
Kansas city: reads the TIMEs and the Star. 


NEBRASKA. 
HE Lincoln Daty Star, = best ‘“‘Want Ad” 
medium at Nebraska’s ca) Guarani 
—— cuceeds 12,000 da RY. "Rates, 1 cent 
oe word. Special Saturday rate, 15 words only, 
times, 15 cents, cash. DAILV STAR, Lincoln, Ne 


NEW YORK. 
HE Times, OF ALBANY, New York. Better me- 
dium for wants and other classified matter 
than any other pape. in Albany, and guarantees 
a circulation greater than all other daily papers 
in that city. 


RINTERS’ INK. published weekly. The rec- 
ognized and leading Want ad medium for 
want ad mediums, mail order articles, advertis- 
ing | novelties, printing, typewritten circulars, 
ber stamps, office devices, adwriting, half- 
tone making, and practieny anything which 
interests and appeals to advertisers and busi- 
ness men, Clasified advertisements, ten cents 


a line per issue flat ; six words toa line. Sample 
copies, ten cents. 
N New York City the Staats ZrItunG (@0) 


isthe leading German daily, carrying the 
largest amount of Want advertisements, It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


OHIO. 


Ts peyton, O., HERALD has the call for classi- 
advertisements in Dayton, It’s the 
home paper and gives resul 


HE Toledo DatLy BLADE is the recognized 

“Want” medium of Northwestern Ohio. Ex- 
cepting one Cincinnati publication, it publishes 
more nt” vertisements than apy other 
newspaper in Ohio. 


4 hg & News’ price for want advertising is twice 

hat of any other paper in Dayton, and it 
carries 40 per cent more than its nearest com- 
petitor. During the year 1903 it gained 33 per 
cent over 1902, and carried 5,954 more wants than 
its nearest competitor. 

















PENNSYLVANIA. 
HE Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


HE Philadelphia Recorp is the reliable Want 
T advertising medium of Philadelphia, be- 
cause quantity and quality of 
circulation—the best and largest in Pennsyl- 
yania. Its columns are not * ded ”’—every 
classified advertisement it publishes is paid for 
by the advertiser and re resents a genuine want. 
In 193 THE RECORD P ted nearly 600,000 lines 
of classified advertising more than in 1902, and 
this average gain of 50,000 lines per month will 
be greatly exceeded in 1904. 

HILADELPHIA -- The EVENING BULLETIN. 
P If you have not received the right returns 
from your Want advertising in Philadelphia, 


it has both the 
i st 


the BULLETIN. BULLETIN Want Ads pay, 
Seunne in Philadelphia Nearly Brerytody 
the Bu . . The BULLETIN has Db 


vy 
many thousands the largest city circulation 
of any Philadelphia newspaper, and goes daily 
into more Philadelphia homes than any other 
medium. The BULLETIN will not print in its 
classified columns advertisements that are mis- 
leading or of a doubtiul nature; nor those 
that ca stamp or coin clauses; nor those 
that do not offer legitimate employment. 


RHODE ISLAND. 
GLANCE at tae “Want” p: of the Provi- 
dence, R. I., DatLy News will convince an 
reader that it stands second to none in Provi- 
ence as a “Want” ad medium. We make a 
sialty of this business. One cent a word first 
time, 4 cent subsequent insertions. 


VIRGINIA. 

HE News LEADER, published every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
e recognized want advertisement medium in 
Virginia. Classified advts.,one cent a word per 
insertion, cash in advance; no advertisement 

counted as less than 25 words; no display. 


CANADA. 
7s Montreal DaILy STAR carries more Want 
advertisements than all other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY Stak carries more Want advertisements 
than any o\her weekly paper in Canada. 
T= EVENING TELEGRAM, Toronto, Ont., makes 
Toronto “a one-paper city.” Completely 
covers a territory representing 279,526 popula- 
tion. Three to seven 3s“ want ads" or — 
equal to the five other dailies combined. The 
~~ ea paper. $1,199 daily average circulation 








NO CAUSE FOR COMPLAINT. 


That man who places his advertise- 
ment in a magazine of which he knows 
nothing beyond the statement of the 
solicitor to the effect that the “circula- 
tion is such and such a number of thou- 
sands,” allowing himself to be so in- 
fluenced by being offered about fourteen 
different kinds of discounts that he 
loses sight of the principal thing—the 
service he is going to get for his money 
—has no cause for complaint when he 
finds that his advertising venture has 
netted him a loss. - 

Why does he not conduct the rest of 
his business on such lines? Does he 
weigh none of the drugs he buys? Does 
he count none of the boxes nor bottles 
that he buys? Or does he merely take 
the salesman’s word for it? Certainly 
not! He counts them all. 

Above all, what does he do about the 
quality of these things? Does he test 
none of the drugs that are to go into the 
preparations he manufactures? Is he 
content to receive for the boxes which 
he ordered half box and half knot hole, 
or does he demand all box? 

No answer is needed: He orders a 
definite quantity and quality of all these 
things, and he insists that they shall 
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all be up to the quality and quantity 
ordered. He must do so if he is to 
succeed. 

Just as certain is it that he must do 
the same thing in buying advertising 
space, if he wishes to succeed. He 
must pay for a definite amount of cir- 
culation, and see that he gets that 
amount. He must ascertain the quality 
of the circulation he is getting, and see 
that the price accords with it. ‘‘Price 
and quality; price and quantity; quan- 
tity; quality; price.” This is the tune 
for the judicious advertiser. And let 
him never be by any ctrcumstance in- 
veigled into separating them. Quantity 
a they must go to- 
gether; they are the Alpha and the 
Omega of all advertising foundations. 
On them many different details may be 
built up, but at the bottom of all suc- 
cessful advertising will be found a 
careful attention to the mighty trio— 
Quantity, Quality, Price. Demand of 
each per soliciting your advertising 
that it informs you on_ these three 
points—The Medical World, Phila- 
delphia. 


ADVERTISING ADVERTISING 
ADVERTISING MEDIUM. 
There is a dearth of good advertising 
advertising advertising. Printed matter 
about a periodical or any other adver- 
tising medium goes entirely to adver- 

tising men. 

_ Most of it has two faults. It is not 
interesting, and it doesnt tell anything. 
Some of it contains facts, desirable facts, 
put forward in such a flat, dull, prosy 
way that it is not read. Others send 
matter which is bright, entertaining, and 
catches the eye and attention, but it 
gives no information. What the adver- 
tising man wants are the facts about a 
publication in the tersest, most. pointed 
way. If these facts can be emphasized 
by a clever design, all right. 

Any one can count, offhand, the names 
of publications whose advertising matter 
interests him, there are so few. The 
kind of matter that comes from the 
Curtis Publishing Company for each of 
its two publications, from Collier's 
Weekly, uting, Youth's Companion, 
and recently Everybody's Magazine, is 
the kind that gets attention. 

The Woman's Herald for Men, found- 
ed by John Adams Thayer, and con- 
tinued by Thomas Balmer, is always 
readable, Any publication which has a 
reason for existence has a story to tell. 
That story can be made as interesting 
as words and illustrations permit. There 
are a great many reasons why this is not 
done. People who are engaged in build- 
ing the publication do not always know 
how to produce good matter. When 
they know, they do not always have 
the time. When they do not know, they 
are not always willing to spend money 
upon people who do know. Then the 
publication is growing, they think that 
it doesn’t need much advertising. When 
it is losing ground, they do not think 
they ean afford to spend money pushing 
it. There you are—E. E. Calkins, in 
Proktable Advertising. 

A rorcep ad, like a forced saw, does 
poor work—your ads must have enthusi- 
asm to pull.—White’s Sayings. 
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Here is the advertisement of an At- 
chison store which has “white goods” 
for sale. Its personal impudence is ex- 
cused perhaps by the originality of the 
idea: “One of these nights a mouse will 
gnaw a match on your pantry shelf, dear 
sister, and the fire will spread till it 
reaches your room, and you escape with 
your life, clad only in your night gar- 
ments. Such a spectacular opportunity 
to create a sensation doesn’t occur of- 
tener than once in a lifetime, and how 
will you meet it? Dear sister, will your 
night clothes be such that the firemen 
will want to plunge in the flames and 
die? Or will you look like the pictures 
on the billboards?—Kansas City Journal. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position— i, granted. 
Must be handed in one week in advance. 


“HOPKINS, ADVERTISER,” 
ADWRITER, 
ane St., New York City. 
Pertinent, ngent Ads that will reach the 
reader and reap 


results. 
Send me $1 and your “‘copy.” It will (not may) 
save you money. 
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An Experienced Traveling Salesman 
having covered most of the foreign ouaaneies, is 
open for a from a is mal 
facturer desirous of plac 5 roduct on the 
forei, market. Speaks fluently and 
8 sufficiently "Gor all business purposes. 


nu- 


References first-class. I want to hear = cao 
—— who have sufficient 

proper! 7, push their product. W. A. Te WLER, 
6319 Madison Ave., Hyde Park, Chicago, Ill. 
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NOVELTIES MADE FROM NAILS 

They’re gitragtive. substantial and cheap, 
World’s Fair power. 10¢, 

WICK Me MAWAt's CRN. Box I adison, 


YOU SURELY GAN 


If you wish—reach 15,000 fami- 
lies in rural New England by 
placing your announcements in 
that oldest and most reliable of 
agricultural journals 


THE NEW ENGLAND FARMER 


For eighty- two years it has been 
the “bible” of the farmers in the 
six New England States. It has 
15,000 circulation among the bet- 
ter class of agriculturalists. For 
sample copies, rate cards, or other 
information, address 


THE NEW ENGLAND FARMER, 


0, 








Brattleboro, Vt. 








trade marked goods. 


free of cost. 


circulation. 


No, 33 Union Square, 


How Much is Your 
Trade Mark Worth? 


We have on the press a book entitled ‘*Trade Marks and 
Brands,’’ devoted to the vital importance of the Trade Mark as 
a business asset, the reasons why the Trade Mark should be ad- 
vertised to the limit, and how to introduce and force the sale of 


This book is 11x14, made of Buff Old Windsor Deckle 
Edge Paper, with a cover of Long Grain Waldorf Red—the red- 
dest cover that was ever perpetrated upon an unprotected public. 

This book treats of a matter of great interest to every manu- 
facturer, and every manufacturer who writes for it will receive it 


Postal cards, communications on blank pieces of paper, and 
letters signed with a rubber stamp by Jeems, the office boy, will 
not receive attention—the book is too valuable for miscellaneous 


THE GEORGE ETHRIDGE COMPANY, 



















New York City. 











THE TIME KEEPERS OF 
PROGRESS. 

St. Louis ADVERTISING MEN’s LEAGUE. 
Byron - Orr, Secretary, 
With Ely & Walker Dry Goods Co. 

St. Louis, Feb. 19, 1904. 
Editor of PRinTERS’ INK: 

If you were to go out to the World’s 
Fair Grounds, and see the magnificence 
of the Louisiana Purchase Exposition, 
you would become equally as enthusias- 
tic with St. Louis and proclaim this to 
be the grandest aggregation of architec- 
tural beauty you had ever seen. It is 
a great show. It is without a doubt the 
greatest the world has ever seen. Pre- 
sident McKinley said, in one of his 
last public addresses: ; 

“Expositions are the time-keepers of 
progress.” % 

This quotation rings true, because the 
St. Louis World’s Fair is the first 
World’s Fair which has recognized ad- 
vertising as a profession and given space 
for an exhibit. 

The World’s Fair has appointed Au- 
gust 9 as Advertising Men’s Day, and 
the most important advertising clubs 
will convene on that day. It is expected 
that at least 10,000 people interested in 
advertising in its various phases will be 
present. This will be the largest meet- 

‘ing of advertising men ever held, and 
during the time they are here, August 
9, 10 and 11, an International Associa- 
tion will be formed. This associa- 
tion will work wonders for the benefit 
of advertising and in every way make 
the advertising business a power—with 
not only moral strength, but also with 
strength to force honest circulation 
statements and insure honest rates. 

Yours very truly, M. Furcueortrt, 

Chairman of Publicity Committee. 
—_~o>———— 


WAYS OF KEEPING TRADE IN 
SMALL TOWNS’ NEAR 
BIG. CITIES. 
WHITMAN, MaAss., Feb. 23, 1904. 
Editor of Printers’ INK: 

Country store keepers must not lie 
back on their oars, throw up their hands 
and say it is no use to try to compete 
with the large department stores in 
nearby cities. They should grasp the 
situation with a never-let-go grip and 
pull strongly for the trade that is surely 
theirs if they use judicious, persuasive, 
honest advertising, and lots of it. In 
business a man gets only what he tries 
for, not what he may deserve. It is a 
fault to be laid to no other door but 
their own that the country stores barely 
pay their way and are making no profits. 
Advertise for it and the business is 
yours. 

If any one comes into your store and 
fails to find what he wants, do not let 
him go out of town for it. Send him 
to your competitor rather. In that way 
you keep business and establish friendly 
feelings with your rivals. A friend is 
always better than a foe, and how can 
you make a friend more easily? 

If you have no daily paper, or even no 
weekly, you can do as did the merchants 
where the writer lives—publish an ad- 
vertising medium yourselves. The pub- 
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lication is called “The Drummer.” It is 
a four-page folder, 11x16 inches. The 
two outside columns of every page ‘is 
made up of what is called “patent in- 
sides,” such as is used by all country 
papers. The other columns are used for 
the advertisements of the merchants of 
the town. Each one pays for his space 
in the publication, the whole amount 
being enough to balance the expense of 
distribution and printing. The distri- 
bution is done by carriers, and the 
paper enters every home in the town 
and its environs, having thereby a cir- 
culation of about 5,000. This appears 
monthly with new advertisements, and 
since it is different from the ordinary 
handbill, having the appearance of a 
genuine newspaper, it is carefully read. 
C. H. Ossorne. 
2 
THE CINCINNATI “POST.” 


_ Cincinnati, Ouro, Feb. 6, 1904. 
Editor of Printers’ INK: 
notice in an article published in 
Printers’ Ink of February 3d on the 
Association of American Advertisers, is 
given a list of papers that have allowed 
the Association to investigate their cir- 
culations. That the article is correct 
up to the time of its compilation I have 
no doubt, but I want to call your atten- 
tion to the fact that you omitted to in- 
clude the Cincinnati Post in this list. 
In November, 1903, the Association 
called on the publishers in Cincinnati 
and asked them to allow their examiner 
to investigate their actual bona fide cir- 
culation. The Cincinnati Post was the 
only newspaper in Cincinnati that al- 
lowed its books to be examined by the 
Association, all the other papers refus- 
ing to allow them to go over their books. 
The Cincinnati Post publishes daily a 
guarantee to advertisers that its daily 
average bona fide circulation exceeds 
that of any other daily in Ohio by 
40,000, with the exception of the Cleve- 
land Press, or no charge will be made 
for the advertising. The fact that it 
was the only paper in Cincinnati that 
allowed its actual circulation to be 
known surely proves that its guarantee 
cannot be questioned. 
H. J. Haarmyer, 


Yours very truly, 

Advg. Manager. 

The champion circulation liar has 
been discovered. His lair is in Japan, 
where he is acting as editor-in-chief of 
the Thundering Dawn, a Buddhist or- 
gan just started in Tokio. Here is his 
“greeting to the public”: 

“This paper has come from eternity. 
It starts its circulation with millions 
and millions of numbers. The rays of 
the sun, the beams of the stars, the 
leaves of the trees, the blades of grass, 
the grains of sand, the hearts of tigers, 
elephants, lions, ants, men and women 
are its subscribers. This journal will 
henceforth flow in the universe as the 
rivers flow and the oceans surge.”— 
Kansas City Journal. 


The most attentive man to business 
we ever knew was he who wrote on his 
shop door: “Gone to get married; back 
in half an hour.”—The Modernograph. 











Ni NS aE eS te 


ARAN SR RIN: 

















56 
Advertising Agencies. 


Advertisements under this head, two lines oe more 


without y, 0 cents aline, Must 
han in one week in advance. 
ALABAMA, 
A‘ ADVERTISING CO., Mobile, Alabama. 
Distributing and Outdo Outdoor A Advertising. 
CALIFORNIA. 


b= gpa hahag CO., Los Aneel o—. 
Cn Estab. Place ad sh 


whee inagaaines,n 
outdoor. ads. ewapapers, ‘trad plane. Deport. 
FIC COAST ADVERTISING, 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 

FOR $line Want pe i 15 1 
Send for listsand L. P. D. RRELL 
ADVERTISING AGENCY. Bier Star Bldg.,Wash., D.C. 


GEORGIA. 
HE oldest advertising agency in oS South 
14 Successful campaig: ameed t the 
We = on 


py — —— * th inne A - 
e and and ve a ~niowd le 
enced force in ony de} Write ite for 
boo etc. THE BNGALE ADVERTIS.- 
ING CY CO., Atlanta, G: 


ILLINOIS. 
UNDLACH eee el 115 Saeshorn, 9. St., 


Cateneo, 
tisi U. 8. and Canada. Rates supplied also for 
Spanos Assert American and European publications. 


MR. MANUFACTURER, 
Are you getting all the business that you 
feel you ought to, from all the territory you aim 
to cover! Would you feel interested in a plan 





which will secure for you larger returns from 
that same territory! Then write to us to-day. 
MARSH ADVERTISING AGENCY, 
New York Life Bldg., Chicago. 


KENTUCEY. 
M. CALDWELL Adv. Ag’cy, Louisville, plans, 


e prepares, placesadv’ng; newpapers, mags. 
MARYLAND. 
~eounss ADVERTISING ag i 
ore. Estab. 1876. Newspape’ 
outdoor advertising written, Sienned, laced’ 
Don’tspend $1in Md. {before getting our estimate. 


MASSACHUSETTS. 
A. T. BOND (“ Bond, of Boston”), 


16 CENTRAL STREET, 
BOSTON, 


Recognized Advertisin agent, gives personal at- 
tention to his cliente best terests, uninfluenced 


Be | and effective designs prepared, han 
ttext. Business placed in any medium 


NEW YORE. 


Oem AGENCY, 220 Broadway, N.Y 
Medica! journal advertising exc lusively. | 


REIG ADVERTISING AGENCY, 71v St. James 

Bidg., , Newspaper, Periodical and Out- 

door Advertising. Large or emall contracts ac- 
cepted. Consult us before efore placing your advertis’g. 


*e Bothy ont fas tn'98. beet dady papers 
1865; 24 wo: n papers 
for $10 classified with order. Plans for 
introducing and enticing manufactured 
ticles. 


ORTH AMERICAN ADVERTISING CO.—Or- 
by advertisers to give ptverseere a 
ey. 





are L. Perine, pres.; Ww. W. 
whee 3 FJ James Gibson, : Baxter Cater- 
son, ila St., New York. 


“OHIO. 

LARENCE fF. RURET. Runey Bidg., Cincin- 
O'natt lewspaper, Hngasine, Ou Out-door 
vertising. Printing, Designs, Writings. 
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PENNSYLVANIA, 
HE 8. 1. IRELAND rl 7 dad 
r Fad G@ AGENCY, 


bg ay. with as well as a 
ans n pers 
and fh Bn a 
Creates ‘mail-series of folders and cards to 
reach the t 
925 Chestnut Street, street, Philadelphia, Pa, 


TPeRIEe? ut abt EAI AD 
ommo: 
Philadelphia. ade 


‘or tients’ 
vertising 


HE growth of this busfness having madi 
Taatiable tit Tabeuid tele _ 
ner to assist inthe preparation of good advertigs- 
ing anc printing, 1 have formed what I believe 
to be a very desirable association with Mr. fears 
Sena, one tS LJ ee eruipped and 
best-know pap Philad 


T= firm name will be changed to 


FOLEY & HORNBERGER, 
ADVERTISING AGENTS, 


ona io Believing in this case that two heads are 

tter than one, I feel sure that those util 
a services will obtain an increased measure r) 
sa’ > 





Richard A. Foley, 
FOLEY & Bonne eRe, "ADVERTISING 


(Successors to the 


A. Foley Company, 
— =, J 
1216 © th Bldg., 


Philadelphi 





RHODE ISLAND. 
O. F. OSTBY AGENCY, Providence—Bright, 
catchy “ad ideas,” Magazine, news- 
paper adv. 
CANADA. 

H°s often agents of American firms tell us 
that their advertising is ae because 

notin harmony with Canadian ideas. 
We can ag =! —— results iru a) propriation 

in Cana respondence solicited 
"DESBARATS AL ‘abv. AGENCY, Ltd., Montreal. 


Managing Editor What is your spe- 
cialty? 

Applicant (haughtily)—I have just 
graduated from college. 

Editor—Well, you might accept the 
position of editor-in-chief, until some of 
your knowledge wears off.—Ex. 


a oe 
A FAMILY “JAG. 





A — 


TIAPPINESS| 














OD FAMILY LIFE 16 COMPLETE WITHOUT 


Storz Blue 10 Ribbon Beer 


STORZ 2 BREWING Co. 


AD FROM THE OMAHA WORLD-HERALD, 
WHERE IT OCCUPIED EIGHT INCHES, 
TRIPLE COLUMN. 
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Home of the “* Cosmopolitan ” and the “ Twentieth Century Home,” 
Irvington-on-the-Hudson, N. Y. 


Orders from the American News Co. onthe second day 
after publication for additional copies of the new periodical 


The “Twentieth 
Century Home” 


caused the publishers the increase the first 
issue from 111,000 to 


141,000 Copies 


The “Twentieth Century Home”’ is an attempt to present for the 
first time in any publication the whole world of living and household 
work from a standpoint that will be strictly accurate and scientific in 
every respect. The exact truth in everything applied to life—that is 
what the publishers of The ‘* Twentieth Century Home ” are aiming to 
give, and to accomplish this they have secured the services of the ablest 
thinkers in every branch of household work and of methods of living. 
Not tradition, not old nurse-stories, not imaginary good, but how to do 
according to the best lights of modern science—that is what The 
‘* Twentieth Century Home” will aim to teach. 


The “ Twentieth Century Home” has received a 
welcome such as has never before been extended 
to any new periodical 


PRICE, 10 CENTS 


Joun Brissen Waker, President. James Ranvotrpx Waxxrr, Editor. 














BY GEORGE ETHRIDGE, 
READERS OF PRINTERS 
CRITICISM OF COMMERCIAL ART 


Mental exercise is an excellent 
thing, and puzzles sharpen the per- 
ceptions of the young and help to 
while away the weary hours of the 
old 

However, as the purpose of ad- 
vertising is to sell things, it is just 
as well not to combine the ad with 
the puzzle. 

This Racycle advertisement, 
marked No. 1, is a puzzle to which 
there might be several different 
answers. 

In the dim and dusty distance of 
the original of this advertisement 


tt ; aA: 

mm “THE SURVIVAL 
OF THE FITTEST" 
“The RACYCLE'S en- 


won their tropbies on 
RACY CLES, Wrie'tet Racvews 
WOH Caraler £. SENT 


TER MIAMT CYCLE & MPO, 00, 
Mepo.errown, Owo, U.8. A. 











No. lh. 

it was possible to make out two 
figures mounted on wheels and 
riding up a hill. The two figures 
down at the bottom of the ad walk 
because they use the Racycle—or 
because they don’t—you can figure 
it out whichever way you like. 

In No. 2 there is but one an- 
swer to the puzzle, which is cer- 
tainly better, to say nothing of the 
added strength, simplicity and ef- 
fectiveness gained by a different 
method of treatment. 

As a rule, any advertising illus- 
tration is weak and unsatisfactory 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 








83 UNION SQUARE,N.Y. 
FREE OF CHARGE) 
MATTER SENT TO MAR ETHRIDGE. 


if objects are portrayed at a dis- 
tance. 

If you want to show people, get 
the people in the foreground where 
they have a chance. If you want 
to show a building, get that in the 
foreground and not away back on 
a hill. 

Speaking of puzzles, here is an 
advertisement that, while good in 
a way, is certainly misleading so 
far as the illustration is concerned, 
At first glance probably nine peo- 
ple out of ten would think this was 
an electric light advertisement, 


SEL 
OILING 


IN EVERY 
PARTs 


CLIMB HILLS 








No. 2. > 
The upper part of the picture 
would be excellent for the Hylo 
light. If you pause and look the 
thing over, you find that it is an 
automobile advertisement, and this 


‘almost total subordination of the 


picture of the machine to the illus- 
tration of the headline is rather 
peculiar, to say the least. It can- 
not be utterly condemned, for the 
reason that it is strong and striking 
and has many other good points. 

At the same time, showing a pic- 
ture of the use of one article as the 
illustration of an advertisement for 























another is hardly good advertising. 
The use of half-tones in maga- 
zines that are well printed on good 
paper is possible, and a fair result 
is sometimes obtainable. 
In the advertising of most ar- 
ticles line engravings are prefer- 


Simply vrn on power ond weer, Nothing to waich or adjust. 
No oder, jr, jolt, or vibrecion. Rune wh on 
. i only 


oven, 
whe have 





able for magazine use, particularly 
if all sorts of magazines are to be 
used. A line drawing is invariably 
better than half-tone if the adver- 
tisement is a small one, and if it 
is desirable to show in detail the 
article advertised. 

The advertisement of Karo Corn 
Syrup, shown here, made an ex- 
cellent appearance in the maga- 
zines. The half-tone part of the 
cut, even if poorly printed, could 








not have detracted very much from 
the force of the ad. Wherever and 
however this ad might be printed, 
anybody could see that ears of 
corn were the subject of the illus- 
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tration, and the text does the rest. 

The point is that in an ad of this 
kind poor printing on bad paper 
would not utterly spoil the ad, 
whereas if a machine were to be 
shown, or any other article whose 
identity and details of construction 
were important, a faulty cut or bad 
printing is ruinous to the entire 
advertisement. 

Half-tones are excellent things, 
but they must be used with discre- 
tion. 

It is seldom that you hit upon 
an advertisement that seems to 
leave absolutely nothing to be de- 
sired—to be just right in every 
particular. 

There are possibly some captious 
souls who can find fault with the 


WILLIAMS ‘rice’ 


It’s So Convenient 
No cup needed. ; 
Just wet your face, rub on a little 
soap, work up a big, creamy lather 
with your brush and you'll shave 
with ease and pleasure. 
Nothing like it. 
Williams’ Shaving Stick sold by all druggists, 20, 4 
THE J. B. WILLIAMS CO., Glastonbury, Conn; 





Williams’ Shaving Soap advertise- 
ment shown here, but some people 
are never thoroughly pleased, any- 
way. 

_ This is an advertisement which 
1; would certainly be hard to im- 
prove upon. Note the fine ar- 
rangement of cut and copy, the 
splendid balance of black and 
white, and the remarkably strong 
general effect. Lots of people 
think that a plain black and white 
advertisement is a very simple 
thing and that itis easy to get a 
good effect in plain black and white. 
As a matter of fact it is not. 









PRINTERS’ INK. 














READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 






















Most any scheme that gets a 
good many people to thinking and 
talking interestedly and favorably 
about yourself or your business 
will do you good. If it’s one that 
enlists the interest and services of 
the younger generation, you can 
safely count on getting favorable 
attention from the older folk—the 
actual buyers. And, incidentally, 
you may be able to work the papers 
in which you advertise for quite a 
bit of space in the news columns— 
pure reading matter slightly adul- 


terated with good advertising. The 
thing is perhaps most successfully 
done by means of a contest as set 
forth in the ad and newspaper clip- 
ping reproduced below, showing 
how an idea of this sort may get 
very wide publicity through the 
contestants and their admiring 
friends as well as in the news col- 
umns of the papers. This par- 
ticular idea is not a new one, but 
it may be new in your neighbor- 
hood, and, if so, is just as good 
for your purpose as though you 
had originated it yourself. 














The Paid Ad. 


The Ton of | 
Coal 
That We Give 
Away 


seems to be twins, for Grace 
L. Vaughn, 52 Milton St., 
and Merton B. Dexter, 514 
Warren Ave., each get a ton 
in the postal card contest. 
As they are so close in the 
race we think they are both 
entitled to it. Just think 



















of writing: “For good coal 
go to Lundin & Hultman 
Co., Campello,” 1,268 and 
1,235 times on a postal. Come 
and see the cards in our | 
window at 


4 Perkins Avenue, || 
BROCKTON, MASS, 


OUR $8.25 SLATELESS SOFT || 
SHAMOKIN STOVE SUITS. } 





















The Free Ad, 


POSTAL CARD CONTEST. 


Was Won by Grace L. Vaughn and 
Merton B. Dexter. 


The postal card writing contest which 
has been running for the past month at 
Lundin & Hultman Co.’s office has just 
closed, with the result that 19: postal 
cards were received containing the sen- 
tence, “For good coal go to Lundin & 
Hultman Co., Campello,” written on 
them all the way from 16 times to over 
1,200 times, 

Of the cards received four came from 
East Bridgewater, two each from West 
Bridgewater, Easton and East Whitman, 
and one each from Eastondale, Ran- 
dolph, Westdale and Whitman. 

The only ones who succeeded in writ- 
ing the sentence over 1,000 times were 
Miss Florence Ely, 19 Sophia avenue, 
1,066; Merton B, Dexter, 514 Warren 
avenue, 1,235, and Grace L. Vaughn, 52 
Milton street, 1,268. As Mr. Dexter, 
with his 1,235, wrote out the word “and,” 
which was not required, and Grace 
Vaughn used the character “&,” young 
Dexter succeeded in getting more char- 
acters and letters on his card than the 
winner. 

Mr. Herbert B. Holmes, of the firm, 
states that a ton of coal will also be sent 
Mr. Dexter, because on his card, with 
1,235 sentences, there were 12,350 words 
and 50,635 letters; while Grace Vaughn’s 
card of 1,268 sentences contained 49,457 
letters and characters. As they both 
did such remarkably good work, the 
firm claims that they are each entitled 
to a ton of coal. 

Mr. Dexter won a fountain pen in a 
like contest only a month or two ago. 













a a 











All Right. 


PRINTERS’ INK. 





Rain Coats, 
Fifty Rain Coats are waiting 
here for fifty men to carry 
them off— 
They won’t wait long at such 
a price—Regular $15, $18 
and $20 value— 
To-day—$8.00 Each. 
Umbrellas—Prices snapped in 
half on all Holiday umbrel- 
las— 
PAULSON BROS. CO. 
515 Wood Street, 
Pittsburg, Pa. 


Good Corset Reasoning. 








Very Much in Earnest. 





ie 
No Side Issue 


Nothing but a plafn, first- 
class every-day shoe store. 
No other kind of goods tack- 
ed on, nor are we hitched to 
any job lots. That is one 
reason why we always have 
nothing but the best class of 
footwear, nothing but the 
newest. Our minds never 
wander off into other lines— 
we’re thinking of shoes, 
nothing but good honest foot- 


wear. 

“THE BOSTON” | still 
pegs away at its $3.00 grades 
—calf, russet and patent 
leather—women’s and men’s 
—for there’s nothing better 
on the face of the earth for 
the price. More style, more 
quality, more comfort than 
you'll get for twice the 
money anywhere else. You'll 
think as we do when you try 
them once. Perhaps you 
know it already. 


HOLBROOK & McNAMARA 


373 Main St., 
Bridgeport, Conn. 





Spring Styles in 
Corsets. 


In and coming—spring 
styles in corsets. As fits the 
corsct, so fits the gown, you 
know. The new dress should 
should be preceded by the 
new corset and it isn’t just to 
blame the dressmaker if the 
new dress, fitted over the old 
corset, doesn’t fit well when 
worn over the new corset. 
Catch the point? 

We show a very satisfac- 
tory variety in new models, 
$1 to $5, in styles for general 
wear. And the styles here 
are authoritative. 

Here are some bargains— 


GIMBEL BROTHERS, 
Philadelphia. 





Where the Zero Weather Isn’t, 











A Sweet Proposition. 





No Zero Weather 
Inside Our Paper 
Vests! 


A perfect substitute for 
the heavier, more bulky and 
more expensive chamois and 
flannel vests. We've had a 
great run on these Paper 
Vests already; now we’re re- 
stocked on them—have all 
the sizes for men and wo- 
men—and are ready for a 
“rush” sale. Absolute pro- 
tection against penetration of 
cold, for 50 cents. 

CALDWELL SWEET, 


26 Main St., Bangor, Me. 








Molasses Candy 
Pulling. 


Saturday, Feb. 6. 


You will be lucky if you 
get your share of the Mo- 
lasses Candy at 5c a_ yard. 
The Candy-man is going to 
have an_ Old-Fashioned Mo- 
lasses Candy-Pull right in 
the store. There will be 
yards and yards of glittering, 
golden candy, cut while you 
wait. You'll like to see the 
pulling and you'll like to 
taste the candy. Remember 
the day and price, sc a yard. 

E. O. CLARK & CO., 
Springfield, Mass. 





A Comprehensive Headline and Just 
Enough Description to Whet Woman’s 
Curiosity. 














All Sorts of 
Pretty Waists. 


Pretty to the point of fas- 
cination. Waists of heavy 
madras. Dainty waists of 
lawn. Makers are outdoing 
themselves in original designs. 
Groups of tiny tucks and lacy 
inlays of insertion on the 
lawn and China silk waists. 

The silk waists—well, we 
sha’n’t tell all. Come and 


see. 
GIMBEL BROTHERS, 
Philadelphia. 
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“A PULLER OF BUSINESS” 


Merrill & Baker, Publishers. 


“A PAYING PROPOSITION FOR THE ADVERTISER" 


E, L. Graves Tooth Powder Co, 


“THE MOST PROFITABLE AND STABLE IN OUR 
MAGAZINE ADVERTISING.” 


Orangeine Chemical Co, 


+- 


a — 


RED Boo 


A SHORT STORY MAGAZINE 


PUBLISHED BY THE RED BOOK CORPORATION, 
CHICAGO, ILLINOIS. 
New York Office, 150 Nassau St. New ppastand I Re ein 
Y. Schmid, Manager O'Ne 
S. L. Schmid, Assistant Manager 81 Myrtle &,. wy tog —_ 
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|A JUST REWARD 


Your trial lot of ink was extra good for the money. 




















r RIVERSIDE PREss, Brisben, N. Y. 


Will not use any other make of ink when I can get Jonson’s. 
Locan S. ELLIs, Loganville, Ohio, 
Send me four tubes of your fine gloss black. One of my cus- 
tomers thinks he never saw such a beautiful intense black, and 
comments upon it every time he leaves an order. 
REcoRD, McDonald, Pa. 
All the inks I have purchased from you give the best of 
satisfaction. H. B,. STEVENSON, Auburn, N. Y. 
Your Half Tone Black is all O. K. 
F. E. Smiru, Churchville, N. Y. 


I have used your Rose Lake, No. 66, for several years, and it is 


all O. K. O. L. ENGEL, Anderson, Ind. 
Have tried your inks and find them to be the best for the price 
we ever had. F. W. Davis Co., Lowell Mass. 





Some of my competitors try to belittle the financial 
standing of my customers, and classify them as picayune 
buyers. We were not all fortunate enough to start at 
the top rung of the ladder, and the small buyer of to-day 
may be the large consumer of to-morrow. I know of a 
concern whose early struggles were not strewn with 
roses, but who to-day are among the largest consumers of 
ink in the world. Every ink house in this country as 
well as in Europe has made a bid for their trade, but the 
ink man who took care of them in their poor days has 
the business so clinched that price or influence cannot 
take it away from him while the original owner lives. 
This is a case of the good Samaritan being rewarded. I 
treat the small crossroads printer*with as much courtesy 
as his more fortunate brethren in the larger cities, but 
both must send the cash with the order, otherwise I don’t 
ship the goods. Send for my price list. It contains 
useful hints for the pressroom. 


Address PRINTERS INK JONSON 
17 Spruce Street NEW YORK 
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PRINTERS’ INK. 


"That's the Paper We Country Folks Read" 


Nf 


THE LEADING MAIL ORDER PAPER IS 


OmFert 


THE KEY to a MILLION and a QUARTER HOMES 


@ComrorT goes into more country homes than any other 
paper published anywhere. {It is the country people who 
support the mail-order business. {If you sell or manu- 
facture anything which the countryman and his family 
can use, eat or wear then ComrorT is THE paper to use. 
@ Ask any advertising agent about Comrort, or write 


W. H. GANNETT, Publisher, Inc. 


New York Office : AUGUSTA, MAINE Chicago Office : 
go7 Temple Court 1635 Marquette Bldg. 














